









Featured in this issue: 


Daytime billings 


soar with boom 
in national spot 


See page 41 
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color is an expected factor in the continued, long- 7 growth of Ca spot ia 
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more messages for less money, that’s daytime spot’s obvious advantage 
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the south’s first tv station 


is Richmond’s only tv station! 





MAXIMUM POWER 
YOUR campaign in Virginia isn’t complete 100,000 WATTS 


unless you use BIG WTVR, “The Wide Area Station.” 
From Richmond . . . Virginia’s Capital City, WTVR IS COM- 


PLETELY DOMINATING WITH OR WITHOUT AN MAXIMUM HEIGHT 
AERIAL, and you have the assurance your cam- 1049 FEET 
paign is in the capable hands of a PIONEER TELE- ' 
CASTER WITH SKILL, KNOWLEDGE AND ABILITY, CHANNEL 6 
backed-up by a PROVEN SUCCESS FORMULA that 
assures AN ALWAYS QUALITY JOB. Don’t RICHMOND, VA. 
ABC & CBS 


be satisfied with less than the best... BUY BIG WT VR, 
“The South’s First Television Station.” INTE RCON N ECTED 


WMBG AM WCOD FM WTVR TV 


First Stations of Virginia 


A Service of HAVENS & MARTIN, INC. 


WMBG REPRESENTED NATIONALLY BY THE BOLLING CO. 
WTVR REPRESENTED NATIONALLY BY BLAIR TV, INC. 














YOUR DOLLAR 


BUYS COMPLETE 
COVERAGE OF THE 
ENTIRE GULF COAST 
MARKET ON 
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The Texas Gulf Coast Television 
Market is nearly twice the size of 
the Galveston-Houston Metropolitan 
market alone. 





Galveston - Gulf Coast 

Houston TV Market* 
Families 333,000 544,800 
Income $2,075,371,000 $3,076,812,000 
Sales $1,347,228 000 $2,091, 153,000 








KGUL-TV — the CBS Basic Affiliate for the Gulf 
Coast Area— completely covers the fastest grow- 
ing major market in the country. 

More audience every day means your 


advertising dollar buys more... 
every day on KGUL-TV. 


* Measured by 
Research Department 
of Television Magazine 


GULF TELEVISION 
COMPANY 


GALVESTON, 
TEXAS 






Represented 
Nationally by 
CBS Television 
Spot Sales 
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At last! 
THE GREAT 
GILDERSLEEVE 


on 
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25,000 fan letters 

hailed its TV sneak preview .. . 

now The Great Gildersleeve Comedy Series 
is ready to sell for YOU! 


“The Great Gildersleeve,” top-rated comedy favorite on radio for 

13 years, is ready to open broad new sales opportunities for television 
advertisers. He’s the same lovable, laughable Gildy —chortle and all— 
but with the tremendous added impact of television’s visual values. 


“The Great Gildersleeve” just can’t miss as a syndicated TV film 
series. It’s pre-tested! 


With no advance warning, “The Great Gildersleeve” was sneak- 
previewed in a half-hour period on the NBC Television Network. 
Viewers were asked to send in their reactions. No incentives were 
offered. From this single exposure more than 25,000 enthusiastic 
letters, many signed by every member of the family, clamored for 
Gildy as a regular TV attraction. They looked forward to weekly 
visits with Gildy, nephew Leroy, niece Marjorie, housekeeper Birdie, 
druggist Peavey, barber Floyd, Mayor Terwilliger, and all the 

other popular favorites of “The Great Gildersleeve.” 


“The Great Gildersleeve” is a TV comedy series with extra-special 
values for advertisers: 


@ a big-time, established, well-loved personality 


@ a wholesome approach that appeals to the whole family and will 
serve to cement community relations for the sponsor 


@ powerful backing by NBC Film Division’s all-out 
merchandising 


@ a pre-tested capacity for attracting and holding audience 


Act fast to make sure Gildersleeve cuts his comic capers in 
your behalf... first! Write, wire or phone now! 


NBC FILM DIVISION 


serving all sponsors 
serving all stations 


30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, Ill. 

Sunset & Vine, Hollywood, Calif. 

In Canada: RCA Victor, 225 Mutual St., 
Toronto; 1551 Bishop St., Montreal. 
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LOWEST COST 


PER 
THOUSAND 





... because present low rates are in 
effect for established clients through a s DE ‘ eae 
June 1956! —— SF, NOS = 


CBS - ABC 
NETWORK 
SHOWS 















@ Minden 
SHREVEPORT / 

* possier city/ : 
Sure-fire attracti to d this huge be. © 
now eudlenc to KSLA‘ op-ntch acl ay C 
programming. 14 
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and now, great new 48-COUNTY—3-STATE COVERAGE! 
nop ge KSLA’S  Porvtctin 1.178.450 
ing to its credit. Households . . . . . 311,235 
BUSINESS IS GOOD in the rich 3] 6 KW Shreveport Mkt. Cire. . . 150,830* 
ARK-LA-TEX MARKET... Market Spendable Income. . . $1,275,069,000 


More people with a higher spendable income! 


<n) 





Lovisiana’s TALLEST TOWER — 1,442 Feet Above Sea Level 






C7) So se [Ses] Sesel) Ses /| 
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Over $203 million in grocery sales, $27 million ° Income per household. . 3All 4 
in drug sales, $236 million in automotive sales. P | ct U re Retail Sales . $ 876,193,000 N 
77,390 farms with a gross income of 8 ae aR, % 
$171,155,000. Source: SRDS 1955 Consumer Markets *TELEVISION MAGAZINE ; 


PAUL H. RAYMER COMPANY, INC. National Representatives 


New York © Atlanta * Detroit * San Francisco * Hollywood * Dallas * Chicago 


FIRST 





SHREVEPORT, : Affiliated: with 
LOUISIANA CBS and ABC 
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Letter from the Publisher 
Readership Rule 


Since the first of the year, TELEVISION AGE has filled requests for 
some 82,116 reprints or tearsheets of articles and feature stories 
that have appeared in this magazine. 

We feel the response is indicative of editorial vitality and, cer- 
tainly, must be considered as an important yardstick of readership. 

The largest number of requests for any one feature came for the 
Fort Wayne, Ind., study which considered television’s sales impact 
on consumers. It drew requests from agencies and stations totalling 
some 16,000 reprints. Next was the feature on farm tv, called “Rich 
Rural Markets.” It appeared in our March issue and drew requests 
for over 12,000 reprints. The story on “What Price Film Com- 
mercials?” also drew a spirited response from agencies across the 
country who were anxious to inform their clients about film com- 
mercial costs. 

We have received several requests for reprints of the product- 
group success stories that have been appearing in each issue for the 
past several months. The first four of these, on dairies, bakeries, 
banks and dry cleaners, are now available. Inquiries should be 
addressed to Readers’ Service Department, TELEVISION AGE, 444 
Madison Ave., New York 22. 


First Annual Yearbook 


We would also like to thank the advertising agencies for their 
helpful cooperation in supplying us with the basic information for 
our first annual yearbook. Editorial researchers contacted all the 
agencies in the country. They, in turn, have supplied us with their 
executive rosters, as well as account executives of key accounts and, 
of course, the industry-important timebuyers—some 2,000 of them, 
alone. 

Our publication of these important—and often unavailable— 
statistics should provide great advantage to everyone concerned. 
For the agencies, of course, it means that correspondence and calls 
can be directed promptly and accurately to the right person. For 
stations and their representatives, it means a convenient listing of 
the people who make business. And for the general reader, it will 
provide a roster of some 10,000 names; in short, a personal tab to 
the advertising business. 

Publication date of the first TELEVISION AGE vearbook has been 
set for Dec. 1. 

Cordially, 


I. Haul 


MEEKER TV, INC. 







AMERICA’S 
10™ TV 
MARKET 






Ft... 


WGAL-TV 


LANCASTER, PENNA. 
NBC and CBS 




















Steinman Station 
Clair McColiough, Pres. 


The WGAL-TV multi- 
city market area is 
comprised of 912,950 
TV sets owned by 32 
million people who 
have $5% billion to 
spend each year. For 
maximum sales in a 
multi-city market, ad- 


vertise on WGAL-TV. 


Representatives: 
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Kollow the leader 

















A new television program named Captain Kangaroo 
is leading the small fry of America each morning into 
their own world of fantasy and delight and holding 


them completely enthralled for an hour. 


After only a few weeks on the air, we flatly predict 
that this remarkable hour of children’s entertainment 
will soon lead all competition between 8 and 9 a.m. 


Its opening performances won rave notices from the 


critics —“‘a smasheroo,” “a durable gem of a kidoodler, 


“an extraordinary session for pre-schoolers that is fit 


fodder for humanity of all sizes.” 


In fact everybody is crazy about Captain Kangaroo: 
parents, parent-teacher associations — and above all 
the children themselves. To them he is the Pied Piper 


of modern times. 


As an advertiser you cannot afford to overlook this 
genial showman whose pockets bulge with everything 
that children love. If you want his eager, acquisitive 
and swiftly-multiplying audience in your pocket, 


your best course is to follow this great leader on 


CBS TELEVISION 


” 


WY 
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Since the chances are 





you'll be away from your 
television set when the 
Captain is on the air, 

we will be delighted to 
show you a television 


recording of the program. 


10 


WE BELIEVE IN ADVERTISING! 





Phoenix’ first billboard-bus is one of the many A DV 7 RTI S E RS 
media currently promoting KPHO-TV and its 
programs: newspapers, magazines, bus cards, bill- 
boards, downtown waste baskets, window displays, 
point-of-sale displays, matchbooks, pencils, post- BELI ' VE IN us | 
cards, glass tumblers, mirror paperweights, station © 
publications, consistent direct mail. 











STATIONS 
I Farming magazines 


MEREDITH 2Zadco aud 
affiliated with Better Homes and Gardens 2 


KANSAS CITY SYRACUSE PHOENIX 





620 kc. Channe! 8 
ABC css 


Represented by KATZ AGENCY INC. JOHN BLAIR & CO. BLAIR TV, INC. 
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On stage at WBEN-TV .. . and a crew of experts goes to 
work ! Experts because WBEN-TV’s well-knit team of 
directors, announcers and technicians have been with this 
pioneer station since its beginning in 1948. These TV 





veterans have had seven long years of experience in the 






we 





~~ 


production of television commercials. 


WBEN-TV scheduling assures enough rehearsal time for 
every commercial. Two fully equipped studios permit 


Fs eee 


staging effects that are polished to perfection. 


Standards like this cost no more, — that’s why more and 
more time buyers buy WBEN-TV more and more often. 


Let quality production tell YOUR story in a quality way. 


% bouffaly dollar ini, 


CBS NETWORK 


40 
1° 2 WBEN-TV 


oe Sune 


. ae oN now 
we no, we ays 


ws V2 «eh 
Wess 8 .. BUFFALO, N.Y 
oe? 
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WBEN-TV Representative { 
Harrington, Righter and Parsons, Inc., New York, Chicago, San Francisce 
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... He Aappens lo Fave 3 New 


de Ne ae: 














Ree « Perers INC. 


Pioneer Station Representatives Since 1932 


NEW YORK CHICAGO DETROIT 
250 Park Avenue 230 N. Michigan Ave. Penobscot Bldg. 
PLaza 1-2700 Franklin 2-6373 Woodward 1-4255 


ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 
Glenn Bldg. 406 W. Seventh St. 6331 Hollywood Blvd. Russ Building 
Murray 8-5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798 
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Picture Of The Chilaten 


BeEFoRE Television, children were assigned a special corner of their own in the 


American marketing scene . . . a place labeled “For Children Only”. 


The picture is very different today. To be sure, Television is selling candy, soft 
drinks and cereals as they’ve never been sold before, but minors are now a major factor 


in the purchase of almost everything that comes into the house. 


Two lessons are to be learned from this phenomenon: 
(1) The so-called “kid’s show” is a terrific place to sell anything a youngster can eat or use. 
(2) The presence of small fry in the audience is an immeasurable blessing to any com- 


mercial television program. 


Your Free & Peters Colonel has some specifics on the subject . . . and some of 


the finest “station produced” programs in the land to illustrate the point. 


Representing VHF Television Stations: 





EAST — SOUTHEAST VHF CHANNEL PRIMARY 
WBZ-TV Boston coy NBC 
WGR-TV Buffalo 2 NBC 
WW4J-TV Detroit 4 NBC 
WPIX New York 11 IND 
WPTZ Philadelphiq 3 NBC 
KDKA-TV Pittsburgh 2 NBC 
WCSC-TV Charleston, S. C. 5 CBS 
WIS-TV Columbia, S. C. 10 NBC 
WDBJ-TV Roanoke 7 CBs 
wiv Miami 4 CBS 

MIDWEST — SOUTHWEST 
WHO-TV Des Moines 13 NBC 
WOC-TV Davenport 6 NBC 
WDSM-TV Duluth-Superior 6 NBC 
WDAY-TV Fargo 6 NBC-ABC 
WCCO-TV Minneapolis-St. Paul 4 CBS 
KMBC-TV Kansas City 9 ABC 
WBAP-TV Fort Worth-Dallas 5 ABC-NBC 
KFDM-TV Beaumont 6 CBS 
KENS-TV San Antonio 5 CBS 

WEST 
KBOI-TV Boise 2 CBS 
KBTV Denver 9 ABC 
KGMB-TV Honolulu 9 CBS 
KMAU—KHBC-TV Hawaii 
KRON-TV San Francisco 4 NBC 
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Pulse reveals NOW 


KRNICTV 


has won audience 
LEADERSHIP 


in Des Moines 











Pulse fownd: | THIS PHENOMENAL 
KRNT-TV with : RECORD AFTER 


14 of the “Top 15” weekly shows 


ONLY TWO WEEKS 
WRIT EV wi Di shows OF OPERATION 


KRNT TV (Pulse Survey—Des Moines Metropolitan Area— 
= 


Week of August 15-21, 1955) 
lst—-MORNING AUDIENCE 
lst -AFTERNOON AUDIENCE Your Katz man is loaded with NEW facts 
lst -EVENING AUDIENCE and NEW success stories about the 
lowa market and channel 8 in Des Moines. 


SEVERAL LOCALLY-PRODUCED 
“TOP 15” AND “TOP 10” 














NOVEMBER, 1955 


Television Age 


41 DAYTIME WAKES UP 


Network and spot, on way up, 


promise to climb higher still 


44 HAVE YOU SEEN COLOR? 


Pulse survey indicates 14 per cent 
of New York set owners know chroma 


46 GROCERY STORES AND SUPER MARKETS 


Food sellers prove selves 
good buyers, too—of video 


48 NBC BRINGS YOU THE NEWS 


The network's film division puts 
world events inside the living room 


50 THE ARB STORY 
Seiler tells results 
of diary-method tests 


51 AUDIENCE DIFFERENTIALS 


Comments in answer 


to Blair-Tv’s Dorrell 


52 THREE MEN ON A LARK 


Guild, Bascom & Bonfigli jest 
their way to $7-million billings 


Cover: Anthony Saris 


DEPARTMENTS 


~ 


Publisher’s Letter 


Report to the readers 


2 


~ 


Tele-scope 
What's ahead behind the scenes 


3 


— 


Business Barometer 
Measuring the trends 


3 


a 


Newsfront 
The way it happened 


Film Sales 


The month’s contracts 


uw 
~] 


83 Washington Memo 
Congress reconvenes 


9 


—_ 


105 


11 


— 


114 


Network Schedule 


The November line-up 


Spot Report 


Digest of national activity 


Wall Street Report 
The financial picture 


Set Count 
Market-by-market figures 


New Stations 


The openers’ openings 


In the Picture 
Portraits of people in the news 


In Camera 
The lighter side 





NEW BEDFORD 


*Details on these shows 
from any WEED 
TELEVISION office. 


DES a) ] 0 a 
DOMINANT 
WJAR-TV PROVIDENCE, RHODE ISLAND 
Represented by WEED TELEVISION 
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women! 


more things than all ; 
other members of the \ 
family combined. 










...spend more money for .“ g 




















}....spend more daytime hours 
\ with WCBS-TV than with all 
i other New York television 


Li 








stations combined. 


The place to sell more of your 





product to women, your best 
customers, is on WCBS-TV.* 





Channel 2 New York 
Represented by 
CBS Television Spot Sales 




















HePUY dave songers 


..fves you more than 50% greater kid audience in Norther California 


For full details of this 5 to 6 p.m. 
Monday through Friday show that's 
far out in front in San Francisco and 
° the great KPIX area, call Lou Simon 
at KPIX (PRospect 6-5100), 


or see your Katz man. 


No selling campaign in the San Francisco area is complete without... 













WESTINGHOUSE BROADCASTING COMPANY, INC. Swewors rusccnon. 


KYW ¢ WPTZ, Philadelphia 
KDKA * KDKA-TV, Pittsburgh 
WOWD, Fort Wayne 

KEX, Portland 


© © Represented by Free & Peters, Inc. 
KPIX, San Francisco 

SAN FRANCISCO, CALIFORNIA Represented by The Katz Agency 

Affiliated with CBS Television Network 

Represented by the Katz Agency 
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444 Madison Avenue, New York 22 


Little Liked It 
. . . The Colgate-Palmolive story . . . 
was very well done and I enjoyed 
reading it. 
Epwarp H. Little 
Chairman of the Board 
Colgate-Palmolive Co. 
Jersey City 2, N. J. 
Thank you for . .. the story on 
Colgate. I think it came out quite well 
and made interesting reading. 
Irvin W. Horr 
Advertising Manager 
Colgate-Palmolive Co. 


Omnibus Convinced Remington 
. the Omnibus show, “Art Pays 
its Way,” TELEVISION AGE, Oct. 1955 

. was our first venture into network 
television, and the records show that 
sales increased for our Remington 
Electric Shavers from the time we 
went into television. 

Our successful visual demonstration 
before the vast television audiences of 
our shavers removing two weeks’ 
growth of beard in 60 seconds—and 
with equal ease shaving the fuzz from 
a peach, or the wires from a brush— 
have made these demonstrations sym- 
bolic in the public eye of the efficiency 
of electric shaving. 

We are today continuing in tele- 
vision with network shows on both 
CBS and NBC. 

S. H. ENsIGNeR 

Vice President 

Remington Rand 

Division of Sperry Rand Corp. 
New York City 


Omnibus Report 
Thank you . . . for the fine job of 
reporting (“Art Pays Its Way,” TELE- 
VISION AGE, October 1955)... . We 

appreciate it. 

ROBERT SAUDEK 
The Ford Foundation 
New York City 


[ enjoyed the Omnibus story im- 


mensely. .. . Our thanks for . 


efforts. 


- your 


Georce M. BENSON 
The Ford Foundation 
New York City 


Excellent for Tv User 
You have an excellent publication 
for the company or the man who uses 

television regularly. 

L. E. TOLLack 
Advertising Manager 
West Bend Aluminum Co. 
West Bend, Wis. 


Informative 
Your magazine has been, and is, 
indeed, informative and helpful. 
EILEEN ANDREWS 
Goldman & Walters Adv. 
Albany 


Tatham-Laird 
I thought the story on Tatham-Laird 
was both very kind and very clear. 
A. E. TATHAM 
Tatham-Laird 
Chicago 


Lehn & Fink Comments 
The piece in your October issue fea- 
turing our merchandising and promo- 
tional efforts on The Lucy Show is 
excellent. I feel that it covers all of 
the important plus aspects which this 
type of show carries in creating ex- 
with 

retailers and the public. 

WittiaAM HAusBERG 
Advertising-Merchandising Manager 
Lehn & Fink Products Corp. 
New York City 


citement salesmen, wholesalers. 


Oops! 

We knew it would happen! One of 
the times we have some sizeable ac- 
counts — Budweiser Beer (3 one-min- 
ute spots, 3 twenty-second spots ) and 
the new Busch Lager Beer (3 one- 
minute spots, 3 twenty-second spots). 
through D’Arcy in St. Louis; Speed- 
way Gas through W. B. Doner, Detroit: 
and others — that one time you have 
to confuse us with our namesake in 
New York and credit our films to 
Academy Pictures, New York. 

Not only did we do these spots for 
Anheuser-Busch, but we produced all 
12 spots in about 22 hours of straight 
day and night shooting to get An- 

(Continued on page 21) 









HOWARD 
SPOKES . 
Time Buyer 
Cunningham ‘ 
& Walsh, Inc. 


ee 


“In its 8th telecast- 
ing year WNHC-TV 
has done a consist- 
ently fine selling job 
to a highly concen- 
trated New England 
audience. 

WNHC-TV’s cost-per- 
thousand viewers is 
one of the lowest in 
the Country too... 
which is still another 
reason why | find 
WNHC-TV a good 


4a 





buy 





















COVERS CONNECTICUT COMPLETELY 

316,000 WATTS MAXIMUM POWER 

Pop. Served 3,564,150 - TV Homes 948,702 
represented by the katz agency, inc 


WML 








Channel 8 « Television 
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AROUND FARGO, 


irs WDAY-TV 


BY A COUNTRY MILE! 


HOOPER TELEVISION AUDIENCE INDEX 
Fargo, N. D. - Moorhead, Minn. — Nov., 1954 


TV-SETS- Share of 
In-Use Television Audience 


WDAY-TV | Station B 




















AFTERNOON (Mon. thru Fri.) 
12 noon — 5 p.m. 28 86 14 





5 p.m. — 6:30 p.m. 48 88 13 





EVENING (Sun. thru Sat.) 
6 p.m. — 12 midnight 65 85* 17* 














(*Adjusted to Pp te for fact stati 
were not telecasting all hours) 


= ii 














Firco.moorweap Hoopers prove that 
WDAY-TV outruns all television competition, 
by a comfortable country mile. Day and night, 
WDAY-TV gets 5 to 6 times as many Metro- 


politan Fargo viewers as the next station! 
Look at the TV sets-in-use—65 % at night! 


With the next nearest stations 50, 185 and 
200 miles away, you can be sure WDAY-TV 
is amazingly popular throughout the heavily- 
saturated Red River Valley. Let Free & Peters 
give you the whole story — it’s really some- 


\N 





thing! 


WDAY-TV 


FREE & PETERS, INC., Exclusive National Representativee FARGO, N.D. @ CHANNEL 6 
Affiliated with NBC « ABC 
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Muncie is Ist 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 
WLBC-TV is ist 
choice in 
TV VIEWING 
They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


317, hours per week 
MUNCIE FOR 
family spends 31% hours per 
CBS - NBC - DUMONT-ABC NETWORKS 


WLBC-TV 





INDIANA 


MUNCIE, 








Letters (Cconrd from page 19) 


nouncer Jack Buck back to St. Louis 
in time for other broadcasting chores. 
And when an announcer has to pour 
beer perfectly with the correct head for 
that length of time and a crew has to 
drink beer and still stay on the job and 
in focus .. . brother, we all ought to 
get the “Academy Award” — Academy 
Film Productions, that is! 
Bernarp Howarp 
President & Executive Producer 
Academy Film Productions 
Chicago 
Note: Academy Film Productions, oj Chi- 
cago, produced the commercial credited to 


Academy Pictures, Inc., N. Y., in the October 
issue. Our apologies to Mr. Howard. 


Banks Like Article 
We would appreciate a . . . tearsheet 


of the article “Banks and Savings Insti- 

tutions,” which appeared in the Sep- 
tember 1955 issue. 

Bankers Trust Co. 

New York City 


I read with great interest the article, 
“Banks and Savings Institutions,” in 
the September issue of TELEVISION AGE. 
We are always glad to know the ex- 
periences other Savings and Loan asso- 
ciations have with their tv advertising. 
I want to especially thank you for 
the portion of the article devoted to 
First Federal Savings. It has brought 
us lots of favorable reports and has 
created even a greater interest in our 
First Federal Rangers. 

Joserpu G. Rice 
President 

First Federal Savings 
Phoenix, Arizona 


Series Bank Favorite 


I have read with interest your very 
excellent article, “Banks and Savings 
Institutions,” in the September issue 
of TELEVISION AGE. I think it is a 
commendable job of reporting and 
certainly brings to light the important 
role tv is playing in present-day bank 
advertising. 

However, I was somewhat dismayed 
and surprised to see that no mention 
of the Sherlock Holmes syndicated 
series was made among your listing 
of typical programs, for both large 
and small banks, which are now being 
used successfully in all sections of the 

(Continued on page 23) 


FIRST in Memphis 


television since 1948 ... 


\ | / 
...NOW / 


THE ONLY TV STATION IN 








THE MID-SOUTH OFFERING 
NETWORK PROGRAMS FROM 
MEMPHIS, DAYTIME! 


Now, WMCT offers advertisers 
an unparalleled advantage. For 
only through WMCT will day- 
time network shows be telecast 
during October and November. 


P.S. Of course, the popular 
NBC nighttime TV 
as always, will be seen over 
WMCT. 


*382,000 Mid-South TV 
Homes can get these top 
NBC Network shows from 


shows, 


Memphis only on WMCT. 


DING DONG SCHOOL @ 
TENNESSEE ERNIE @ THE 
WORLD AND MR. SWEE- 
NEY @ AFTERNOON DRA- 
MAS @ PINKY LEE @ 
HOWDY DOODY 


Result: . . . the largest day- 
time audience youve ever 
been able to buy in Mem- 
phis. 


* (according to latest distributors’ figures.) 


WMCT 


MEMPHIS 
CHANNEL 5 


WMC-WMCF-WMCT 
MEMPHIS’ first TV station 


100,000 WATTS 


NBC Basic Affiliate 


National Representatives 
The Branham Company 


Owned and operated by 
THE COMMERCIAL APPEAL 
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THAN A KITE! 
HIGHER names 


No other station in the Portland, Oregon, market even comes 
close to KOIN-TV’s popularity. KOIN-TV has 80°, of the top 
shows—weekly, multiweekly . . . 63°4 more average audience 


than station B...115°{ more than station C. (Latest Portland ARB) 


HIGHER COVERAGE 


Only KOIN-TV gives you complete coverage of the vital 30-county 
Oregon and Southern Washington market . . . a market with an 


effective buying income of over 214 BILLION dollars. 


HIGHER VALUE 


Here’s what is important to you. KOIN-TV delivers this tre- 
mendous able-to-buy audience to you at the LOWEST COST 


per viewer . . . morning, afternoon or night. Make us prove it! 


COTS A) cHannen 6 


Represented Nationally by 
CBS TELEVISION SPOT SALES 
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Michigan's 


“BIG SELL” 


Station 


WwWTV 


VHF Channel 13 


* BIG IN PROMOTION 


Active Promotion that Pays 
Dividends For BIG Sell Sponsors 


* BIG IN MERCHANDIS- 
ING 


Profitable Retail Tie-Ins Through 
Monthly “WWTV Merchandiser” 


* BIG IN TOWER 


Michigan’s Tallest—1,282 Feet 
Above Ground 


* BIG IN COVERAGE 


42 Counties—311,957 Sets 
(RETMA 5-27-55) 


* BIG IN PROGRAMMING 


Top Network and Syndicated 
Shows Plus Outstanding Local 
Live Programs 


* EVEN 
BIGGER in 
SALES of 
SPONSORS’ 
PRODUCTS 


WWTV 


Serving Michigan from Cadillac 
Sparton Broadcasting Co. 


CBS - ABC 


Represented Nationally by Weed 











| 
| 
| 
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Letters (Cont'd from page 21) 


United States . . . among sponsors are: 


Chase Manhattan Bank of New York, 


Mercantile Trust Co. of St. Louis, | 
First National Bank of Minneapolis, | 


Marine Trust Co. of Western New 

York, C. & S. National Bank of At- 

lanta, Des Moines Savings and Loan 

Association and the U. S. National 

Bank of Portland, to mention a few 
of the financial institutions. 

NEALE H. OLIVER 

United Film Service, Inc. 

Kansas City, Mo. 


Dairy Successes Interesting 

Enclosed please find a money order 
for a year’s subscription to your maga- 
zine. . . . I recall some interesting 
articles in the August issue, among 
them one which went into considerable 
detail about the many milk companies 
which are using television. (“Dairies 

and Dairy Products,” August 1955) 
Georce H. Byer 
Anchorage, Alaska 


Dry Cleaners and Laundries 

We find the article pertaining to the 
use of television advertising by the dry- 
cleaning and laundry industry of real 
interest. In fact, we found your entire 
publication to be an attractive job 
with both articles and advertisements 

blending into a truly nice package. 
Ben GINSBERG 
Editor, The Guide for the 
Dry Cleaning and Laundry 
Industries, Atlanta, Ga. 


I found your article concerning 
launderers and cleaners most interest- 
ing. It also was very well written. 
You have pointed up a very important 
need in our industry. Both launderers 
and cleaners spend an average of less 
than 24% per cent of their gross sales 
on merchandising. The plants men- 
tioned in your article are on the right 
track. 

ARTHUR F. SCHUELKE 
Editor 
National Cleaner & Dyer 


Note: The series of product group success 
stories has now included: “Bakeries and 
Bakery Products,” “Dairies and Dairy Prod- 
ucts,” “Banks and Savings Institutions,” “Dry 
Cleaners and Laundries” and “Groceries and 
Supermarkets.” Reprints of all of these ar- 
ticles are available at 25c each, 20c in lots of 
10 or more. Write to Reader’s Service, TELE- 
VISION AGE, 444 Madison Ave., New York 22. 





The Notre Dame Station 


An “Island Market” 


3rd in home ownership in U. S. 
5th in per family income in U. S. 
gth in per capita income in U. S. 


Sales Management, 1955 
*% Total UHF sets... 1 76,700 
(As of 9-1-55) 
%& Total Families . . . . 206,600 
* Total retail sales $783,927,000 


* Total effective buying 
income. . . . $1,165,620,000 


Call MEEKER TV Today! 


CHANN 


Primary 
Affiliate 









WAREDU:-TV 





November 1955, Television Age 














good spot 



























Ss" but sure” is no sales policy for 
an advertiser who wants to go places fast. 


Far better to hop aboard the fastest-moving, most 


effective medium there is—spot television —and 
ride it for all it’s worth. 

That’s exactly what the General Baking Com- 
pany did when it wanted to introduce Grossinger’s 
Rye Bread in the Philadelphia market. Grossinger’s 
was unknown there, and local brands were firmly 
established. How to move in fast? On BBDO’s 
advice, the client bought a Twelve Plan schedule 
on WCAU-TV. And what happened then? To quote 
BBDO’s own words: “In five weeks we hit the 
sales quota we had expected to achieve in 13 weeks. 
After seven weeks we passed all other rye breads 
and moved into first place in the market.” And... 
at a cost per thousand viewers of only 31 cents! 

No fable this. It’s another true case history 
which illustrates so well why more than 300 
national spot advertisers are currently using sched- 
ules on one or more of the 12 television stations 
(and the regional network) we represent. 


Good spot to be in! 


CBS Television Spot Sales 
Representing: wcBS-TV New York, WCAU-TV Philadelphia, 
wTop-TV Washington, WBTV Charlotte, WBTW Florence, 
WMBR-TV Jacksonville, WXIX Milwaukee, WBBM-.TV Chicago, 
KSL-TV Salt Lake City, KGUL-TV Galveston-Houston, KOIN-TV 


Portland, KNXT Los Angeles, CBS TELEVISION PACIFIC NETWORK 
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Proof again that when an advertiser uses WSAZ-TV—things happen! 


This is what impressively happened when Step Saver Kitchens told 
its story to the WSAZ-TV audience via a test schedule of only eight 
one-minute announcements. 










The postman started ringing right away —and he kept coming back Huntington- 
until a mountain of over 2,000 letters had been delivered, every one Charteston, 
° West Virginia 

from a prospect for Step Saver Kitchens! CHANNEL 8 
What’s more, after a bit of pencil-work, this mail-swamped advertiser cue antes aabuennt 


affiliated with ABC 


discovered that actual cost-per-inquiry was lowest on WSAZ-TV of all 
television stations carrying the announcements! 


Yes, sir—things consistently happen when you use this great station in the 
industrial heart of America. A lot of it is due to the extreme viewer loyalty 
WSAZ-TV commands. But you also have to remember that WSAZ-TV 


is the only medium blanketing this five-state goldmine—an area with TELEVISION 


four billion dollars of spendable income just waiting to be influenced. also affittated wtth Radto Stations WSAZ, 
Huntington & WGKV, Charleston 
WSAZ.-TV is a mighty potent influencer! Save yourself some steps in Latorence H. Rogers, Viee President end 
sales-building and get the facts from your nearest Katz office. sas cailindine tp $e Baws 


represented nationally by The Katz Agency 
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Heavy National Biscuit Campaign 

On Nov. 10 National Biscuit Co. is starting a heavy spot 
campaign for Shredded Wheat Juniors in Ark., Colo., 
Kans., La., Mo., Neb., N. M., Okla. and Tex. This effort 
will follow the same pattern the company used in its spot 
activity which began last July in Pacific and northwest 
states. At first the buys are participations in women’s day 
time shows, especially cooking programs. After this 
“pocketbook” appeal has been substantially made, the 
company then buys participations in kid shows. A spokes- 
man from the NBC agency, K & E, told TELEVISION AGE 
that the campaign for Juniors has been “overwhelmingly 
successful.” The next spot activity will be in the east-central 
states, with the rest of the country following as soon as 
production facilities for the product allow for distribution. 
Don Smith is K & E account executive, Larry Donino the 
timebuyer. 


Nielsen Set Count 

The A. C. Nielsen Company is going ahead with its plan 
to do a nation-wide market-by-market set count. Response 
to an inquiry sent to station managers during the summer 
was overwhelmingly favorable to the project. The fact that 
the NARTB Television Circulation Committee does not 
expect to have national figures before 1957 at the earliest 
may have been a contributing factor in the Nielsen decision 
to go ahead. 


Wanted: News and Weather Spots 

Peck Advertising Agency, Inc., N. Y., wants to buy an 
accumulation of news and weather shows, slotted around 
11 p m., for U. S. Time Corp. Sylvan Taplinger, tv and 
radio director, is the contact. 


1956 Rambler 

George Romney, president of American Motors Corp., 
will begin a series of appearances on Disneyland (aBc-TV 
7:30-8:30 p.m. Wed.) Oct. 26 when he will outline the 
motor company’s objectives for the coming year. He will 
appear again Nov. 23 to outline the basic concept behind 
the Rambler; on Dec. 7 he will describe the new models 
and on Dec. 14 he will introduce the 1956 Rambler. The 
car will go on display in dealer show rooms for the first 


time on Dec. 16. 


33 Per Cent Tv 

American Motors is currently spending about 33 per cent 
of overall automobile advertising budget for the Disneyland 
program. “In Disneyland we have one of the foremost 
television programs in the world,” a source close to the 
president reveals. “Moreover, our dealers are delighted 
with this program, particularly as they have direct evidence 
of its effective pulling power. Never in our previous experi- 
ence with television have so many customers swarmed into 
our dealers’ showrooms as following the Wednesday night 
Disneyland program.” 


White Owl Undecided 

General Cigar Co. for White Owls is taking a look at 
both the network and spot picture before deciding what its 
tv activity will be when the present collegiate football 
season is over. The company is now sponsoring one-quarter 
of the National Collegiate Athletic Association Saturday 
football games on NBC-TV. Y & R is the agency, William 
Dollard is the timebuyer. 


Goldwyn and Tv 

Samuel Goldwyn, Hollywood producer of Guys and 
Dolls, recently gave New York tv-radio executives his views 
on tv and film. Samples: Tv has broken the public “habit” 
of going to the movies; they now go only to good ones. 
It’s a 100-to-1 shot that cheap films—in Hollywood or on 
tv—will be good films. Color should be used “to fit the 
subject” and doesn’t help a drama “unless the story takes 
over in the first two minutes.” “A great story will make 
a star, but a star has never made a story great.” 


Socony Buys Film Series 

Socony Mobile Oil Co.’s Mobile Theatre, starting in cen- 
tral Rocky Mountain markets about mid-Nov., will use an 
ABC Film Syndication series produced by Douglas Fair- 
banks Jr. Compton, N. Y. is the agency, Al Ritter the time- 
buyer. 


Milestone 

Another small milestone of electronic growth was passed 
last month when CBS changed its cable address from 
COLUMBIA NEWYORK to CBSINC NEWYORK. The old 
address had been in use since July 31, 1929. 


Ludens in Southern Markets 

Ludens, Inc., through J. Mathes, Inc., N. Y., is starting 
schedules of nighttime ID’s in 29 southern markets on 
Nov. 24. These markets are additions to the list Ludens took 
on in mid-Sept. for it’s 5th Avenue Candy Bar. (See Sept. 
Spot Report) Late in Oct. the company began placements 
for Ludens Cough Drops in northern markets. Mrs. Edna 
Cathcart is the timebuyer. 


P & G Eyes Dixie 

Procter & Gamble now has spot coverage for Fluffo in 
all parts of the country but the deep south. The move into 
Dixie is coming soon. Biow-Beirn-Toigo, Inc., N. Y. is the 
agency, Ethel Wieder and Ken Kearns are the timebuyers. 


Klein Active in Charlotte 

A Charlotte, N. C. agency, the ultra tv-active Walter J. 
Klein Co. (see TELEVISION AGE, May 1955) is currently 
placing programs and spots in two or more markets for as 
many as 19 of its clients. These include such diverse com- 
panies as Sam McDaniel & Sons, Inc. (Bunker Hill Canned 
Beef), Atlantic Co. (beer and ale), Blue Magic, Inc. (Easy 
Monday laundry starch), Jewel Box Associates, Inc. 
(jewelry store chain) and Dandi Laboratories (Dandi 
dandruff treatment). Walter J. Klein, president, is the 
contact. 
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SDENSATIONA 











BOYS, 
I'm 


2 cee 


I know it's not nice for girls to boast, but 
really, in this madhouse they call TV, you’ve 
gotta have something more than a sexy smile and 
some mascara on your eyelashes. Don't get me 
wrong, I'm not knocking either one; and as a 


matter of fact, I use them both. I use the word 





"sensational" to get your attention. = The 
thing I wanted to tell you is this: "Private 
Secretary" is now available first-run-off-network 
under the title of "SUSIE" (that's me, Ann 
Sothern). he My success story is a matter of 
record. Three years on CBS Sunday nights for 
American Tobacco via BBD&O, and now available 

for you if you're looking for a powerful 


syndication show. 





TH for higher sales through quality programs ... 











Television Programs of America, Inc. 


477 Madison Avenue, New York 22, N. Y. 
360 North Michigan Avenue, Chicago l, Ill. 
5746 Sunset Boulevard, Hollywood 28, Calif. 





ee 







































*known on its CBS network run 


as “Private Secretary” 











starring Ann Sothern 





A Chertok TV production 

















“TIC TOC TOY SHOP X*_ _—s—~PINKIE LEE ~ 
“~~ 4:30 PM-LIVE - _ 5:00 PM—-NETWORK 
pa ~~ Se a> wee 








~ HOWDY DOODY> 
5:30 PM—NETWORK COLOR 
ae r E 







LITTLE RASCALS 
6:00 PM- LOCAL 


THES 4.-PHED PIPER* 


. attracts kids from every city, town, and hamlet of our 





wide, rich viewing area. He knows what the lollipop set 

wants in programming . . . those pies are stuffed with kid- 

appeal. You pay the piper you want — he'll pipe your message 

* Shhh... it’s WHIO-TV’s 1104’ tower in disguise. right into the hearts of this huge audience of persistent sales- 
influencers. Get your own pie eyed by the “Mommy-I-Want” 
ici iouin aiibaiabhie atin Maniatis ain tonite gang. Give them a big slice, too. It doesn’t take any crust to 
Pie-Eyed Piper, George P. Hollingbery. say your sales curve will rise. That means good eatin’ for 

everybody ... mostly you! 


CHANNEL 7 DAYTON, OHIO 
ONE OF AMERICA’S GREAT AREA STATIONS 














Business barometer 





In August national spot television continued to show the strength which has marked 
its 1955 course. For the second straight month national spot billings 
reversed the usual summer downtrend to show a gain. 





At_the same time local billings were slightly stronger than last year, while network 
Sales did not gain as much as in 1954. 


The exclusive TELEVISION AGE Business Barometer, now in its 23rd month, shows that 
local billings in August were off 1.9 per cent, as compared with July; 
national spot sales were up 2.4 per cent, and network totals were up 
1.1 per cent. 








Last year the totals for the same month showed: local —2.2 per cent, national spot 
-—3.4 per cent and network up 2.2 per cent. 





LOCAL SPOT NETWORK 
comparing August billings with July: ake, ee +41. 1 





July b ; a ye b. Mar. A May June July Aug. 























Oct. 1953 
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The direction taken by national spot in 1955 seems particularly interesting. 
Checking back on the trend for each month as compared with the previous 
month since the first of 1955, one finds that of the eight months six 
showed an increase, while only two declined. 





The national spot comparative percentages in 1955 are: January -—3.2 per cent, 
February 7.1, March 12.4, April 0.5, May 3.8, June -6.9, July 1.0 and 
August 2.4. 





Last _year during the same period national spot showed a decline in four of the 
eight months. The percentage figures for 1954, comparing each with the 
previous month, show January -—7.4 percent, February 4.8, March 14.2, 
April 0.3, May 6.7,June —5.2, July —9.3 and August -—3.4. 





Taking a cumulative total of the percentages of ups and downs in national spot 
business for the eight months in 1955, the plus percentages total 27.2 
per cent and the minus percentages 10.1 per cent, for an increase of 
17.1 per cent for the period. 
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Business barometeP coninuec 








In 1954 the same eight months add up to plus percentages of 26.0 per cent, while 





the minuses total 25.3, leaving a plus for the period of only 0.7 per 
cent. 


The strength in national spot seems to be a product of a number of factors. One 





is the fact that premium network time is almost all sold out, leaving 
only the less desirable and cheaper times yet to be sold. 


Another reason for the increasing interest in national spot is the growth of 





conviction among advertisers that television offers advantages not to 
be found in any other medium. Many of these newer advertisers take their 
first television plunge in national spot. 


By far the most important reason for the continued growth of national spot, 





however, is the continued optimism of business generally. This optimism 
is based on sound economic reasoning. National income in June of this 
year was over $25 billion, as compared with $23 billion-plus a year 

ago. The total national income for the first six months of the year was 
$150 billion, as compared with $141 billion a year ago, an increase of 
6.6 per cent. 


LOCAL SPOT 
increase from August 1954 to August 1955: (+24) (as) 


NETWORK 





Spot has benefitted both from new advertisers and from old where sales booms have 





allowed an increase in advertising budgets. The peculiar flexibility 
of spot makes it ideal for bolstering network campaigns, introducing 
new products and for regional campaigns. 


Local billings in August, as compared to July, were off 1.9 per cent in 1955. In 





1954 the drop in August for the same period was 2.2 per cent. 


In network business, August was up 1l.l per cent in 1955 as compared with July, 





while in 1954 network showed an increase of 2.2. This slightly greater 
gain of network business in 1954 as compared with 1955 is a trend that 
has been apparent for some time. While network billings are continuing 
an overall increase, their gain is not as great nor as fast as it was 
in earlier years. Network television is showing a tendency toward 
leveling off. 





Comparing August 1955 figures with those for August 1954 shows an overall increase 









of 32.4 per cent for local billings, 45.1 per cent for national spot 
and 31.5 for network. 





Here again the remarkable growth of national spot business is indicated. The 45 










This is the 23rd month for the exclusive Business Barometer. 


per cent increase in the amount of spot billings this August, as compared 
to that in August of 1954, is the highest percentage increase for a 
one-year period that has been noted in any billings-category since the 
Business Barometer survey has been published. 





The percentages 








The editors of TELEVISION AGE, and their consultants, prepare the analyses from 


are compiled by Dun & Bradstreet from reports sent in by cooperating 
stations. 
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these percentage figures. 






















How adequate 


house monitoring can 


HELP YOU sales-wise 


w= a client visits your office, are you able to punch up any on-air signal . . . 

color or monochrome ...on the channel selector of your nearest TV 
receiver? Or, are you limited when it comes to station monitoring? Wouldn’t it 
give you a “selling aid” to be able to go to your channel selector and receive: 





a. Any rehearsal .. . live program . . . preview of sponsor’s film 
b. Any on-air show . . . from studio . . . from transmitter 
c. Other local stations’ off-air signals . . . 





e a7 . . 
Sales Manager's office Whether for color or monochrome you'll Your RCA Broadcast Sales representative 


With a modern RCA signal distribution _ find the RCA house distribution system— _ will be glad to advise you on the equipment 
system you can flip the switch and bringin _low in cost, easy to install and operate, best suited to your needs. 

whatever your customer requests. Handles and fully satisfactory for picture quality. 

all studios in rehearsal, on-air signal, or any 
local station. Up to seven channels are avail- 
able . . . tailored to your own special require- 
ments . . . for monochrome and color. 





SEVEN PICTURE SOURCES TO ANY LOCATION 
VIA A SINGLE CABLE 


How the house 7——— FROM YOUR STUDIO ~ cr “OFF - AIR" ——-_, 
monitoring system works 











as 
Local and remote signals (audio and video) asa 
are fed to a closed circuit transmitter of the ae di 





monitran type. An RCA monitran handles 
local signals—one monitran is used for 
each signal. 


Studio ‘A’ Studio ‘B' Network 
Program Rehearsal Show 
The output of the monitran is then fed to an = 
RF amplifier. Off-air signals go directly to 
the input of the amplifier. All signals are 
fed via a single coax cable to any standard 
TV receiver. In the RCA system, the receiver 
need not be “jeeped.”” No expensive video 
monitors are required since standard 
receivers are used. 











Snack 
Bar 
or Your 
Choice 












Reception 
Room 


Sales Mgr's. 
Office 








\ RADIO CORPORATION 
of AMERICA 


‘@. ENGINEERING PRODUCTS DIVISION - CAMDEN, N.J. 
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THE PIED PIPER 


KiTiRiK-Channel 13’s black magic mascat has enchanted the children of Houston, and changed the Houston 
market in less than a year. Houston has become Hamlin Town with the grateful parents joining in the parade 
to KTRK-TV. 

July ARB shows our daytime combination of children’s programs, films and family features leading network 
competition in 56 out of 160 weekly quarter hours, and a close second in 60 others. More than 60% of the 
audience hears KiTiRiK’s “Piper’s tune” at 5:45 daily to lead into the great new lineup of ABC family shows— 
Warner Brothers Presents—Disneyland—Lone Ranger—Rin Tin Tin. And KTRK-TV still programs more sports 
for Dad each week. Good shows make good adjacencies. Call us or Blair-TV. 


THE CHRONICLE STATION, CHANNEL 13 KTRK-T V P. O. BOX 12, HOUSTON 1, TEXAS — ABC BASIC 


HOUSTON CONSOLIDATED TELEVISION CO., General Mgr., Willard E. Walbridge; Commercial Mgr., Bill Bennett 
NATIONAL REPRESENTATIVES: BLAIR-TV, 150 E. 43rd St., New York 17, N. Y. 
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BOOMING ADVERTISING. A 66- 

per-cent increase within 15 years — 
that was the prediction made for U.S. 
advertising volume (now running at a 
hefty $8.5 billion per year) by Dexter 
Keezer, vice president and director of 
economics, McGraw-Hill Publishing 


Co. 


He was speaking at the final, gen- 
eral meeting of the American Associa- 
tion of Advertising Agencies’ eastern 
annual conference in New York late 
last month. His talk, on “How We’re 
Likely To Be Living in 1970,” and 
that of David M. Potter, Yale professor 
of history, who considered advertising 
as the key to American distribution, 
made it seem the AAAA had saved 
the best for last. 

Both men recognized a newly real- 
ized purpose of advertising: to help 
consumer demand grow apace with 
production. “If consumers exercise 
their option not to buy a large share 
of what is produced,” Keezer warned, 
“a great depression would not be far 
behind.” 

But American advertising “came of 
age” in carrying out “this basic role” 
last year, he continued. “Then, for the 
first time, advertising was increased 


in the face of a decline in sales when 
it was needed to boost sales, rather 
than being cut back with declining 


sales as it always had been before.” 

His projections for 1970: The econ- 
omy as a whole will grow by about 55 
per cent. (Growth in some industries 
will double that, however, with elec- 
trical apparatus increasing by 100 per 
cent; chemicals, 130 per cent; instru- 
ments and controls, 130 per cent.) 
Consumer expenditures in some areas 
will jump 100 per cent, namely, house 
furnishings, 150 per cent; housing, 
150 per cent; education, 200 per cent; 
travel and recreation, 200 per cent. 
Mr. Keezer predicts an average work 
week of about 35 hours, an 80-per- 
cent rise in general purchasing power. 

Prof. Potter undertook an historical 
approach, looked at past economic 
trends strong enough to apply, in all 
probability, to the future. America, 
he observed, has always experienced 
a “uniform movement toward a higher 
standard of living,” the production of 
“an ever wider variety of goods,” a 
widening of distance between the pro- 
ducer and consumer (so that advertis- 
ing has become about the only means 
of direct communication) and, impor- 
tantly, a steady increase in the tempo 
of technological change (with adver- 
tising’s helping to overcome man’s 
normal reluctance to accept innova- 
tion). If invention is the mother of 
necessity, he joked, advertising might 
well be the father who helps rear the 





DAVID M. POTTER, DEXTER KEEZER, JOHN K. STRUBING JR. 
Advertising increased when sales declined 





ROBERT W. SARNOFF 
All benefit 


offspring by arousing the public’s need 
for it. 

Yet, Mr. Potter warned, “Most seri- 
ous economists believe we have not 
found a basic solution to this problem 
[keeping consumption in balance with 
production }, that 
alone, certainly cannot solve it.” Ad- 


and advertising, 


vertising cannot create purchasing 


power, only stimulate it. 


L&aM FIRST PEP 100 PER- 
CENTER. Liggett & Myers Tobacco 


Co. has become the first advertiser to 
buy all of the 44 small-market stations 
offered under the NBC-TV Program 
Extension Plan (PEP). The makers of 
Chesterfields were already buying 16 
of the 44 stations and decided to ex- 
pand their coverage to the other 28 
included in the network offer. Other 
NBC advertisers are making prepara- 
tions to add part or all of the PEP 
stations. 

The PEP plan went into effect Nov. 
1. It was announced last month by 
Robert W. Sarnoff, 
president of NBC, as a part of new net- 
work policy intended to develop more 
for affiliated tv 


executive vice 


commercial business 
stations. 
The four elements of the policy in- 
clude: 
1. The PEP plan which makes 44 
stations in smaller markets available 
(Continued on page 37) 
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YOU MIGHT DRIVE 








AMERICAN RESEARCH BUREAU 
FEBRUARY, 1955 REPORT 
GRAND RAPIDS — KALAMAZOO 


3175 MILES IN 24 HOURS*— 


BUT... 





Number of Quarter Hours With 
Higher Rating 




















MONDAY THRU FRIDAY WKZO-TV Station B 
7 am. — 5 p.m. 144 56 
5 p.m. — 11 p.m. 83 37 
SATURDAY & SUNDAY 
10 a.m. — 11 p.m. 80 24 
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Od, Y ° 
She Pelzer Hations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KCLN-TV — LINCOLN, NEBRASKA 
Ascociated with 
WMBD RADIO — PEORIA, ILLINOIS 


Note: Survey based on sampling in the following propor- 
tions — Grand Rapids (45%), Kalamazoo (19%), 
Battle Creek (19%), Muskegon (17%). 














YOU NEED WKZO-TV 
TO SPEED UP SALES 
IN WESTERN MICHIGAN! 


WKZO.TV, Channel 3, is the Official Basic 
CBS Television Outlet for Western Mich- 
igan. With over half a million television 
homes in 29 counties, this is one of Ameri- 
ca’s “top-20” TV markets! 


American Research Bureau figures, left, 
prove WKZO-TV’s tremendous popularity 
— not only in Kalamazoo and Grand Rap- 
ids, but in Battle Creek and Muskegon as 
well. 


Let Avery-Knodel fill you in! 


WKZO-TV 


KALAMAZOO — GRAND RAPIDS 
100,000 WATTS, CHANNEL 3, 1000’ TOWER 


Avery-Knodel, Inc., Exclusive National Representatives 


* Donald Healey and a five-man team set this world’s record in an Austin-Healey 100-S, in August, 1954. 





Newsfront (Coned from 35) 


to network advertisers at a savings 
without any reduction in station rates. 

2. A new 100-station minimum 
lineup provision for advertisers with 
programs in prime evening time. This 
provision applies only to advertisers 
who do not make their program avail- 
able to unordered stations under the 
NBC Program Service Plan. 

3. The addition of six more network 
programs to the Program Service Plan 
to increase the programming available 
to a number of affiliated stations pend- 
ing orders from network advertisers. 

4. Furnishing noninterconnected 
stations with kinescope prints of cer- 
tain sponsored programs after their 
commercial plays have been completed. 


BENEFIT TO STATIONS. Mr. Sar- 
noff in describing the PEP part of the 
plan said: “For the stations, it’s all 
benefit and no disadvantage. For the 
advertiser, it’s more coverage and cir- 
culation at lower cost. For NBC it’s 
wider program exposure and an op- 
portunity to sell more small market 
stations. We think it will work well all 
around and that more of the public 
will be better served as a result.” 

Mr. Sarnoff pointed out the plan of- 
fers substantial cost reductions to ad- 
vertisers who expand their program- 
ming to stations in smaller markets. 
Under the plan an advertiser buying a 
certain number of PEP stations gets 
additional stations in the 44-station 
group as dividends at no extra charge. 
The network absorbs the cost of the 
extra stations and pays them at their 
regular rate. 

The schedule of qualifying purchases 
and dividends under PEP allows a 50 
per cent dividend when sponsors order 
between $1,500 and $2,249 worth of 
evening hours at regular rates on 
PEP stations; 75 per cent when $2,250 
to $2,999 is ordered, and 100 per cent 
if $3,000 or over is ordered. 

The total evening hour rate of all 
44 stations in PEP is $6,325. If an 
advertiser orders PEP stations whose 
evening rates total $3,000 he can in- 
clude in his lineup free additional sta- 
tions of equal value. 

The effect of this plan, Mr. Sarnoff 
said, “is to bring down the cost-per- 
thousand of these smaller market sta- 





LEONARD W. HALL 
Tv ends long campaigns 


tions to about the level of the full net- 
work.” 

The regular cost-per-thousand of the 

44 station group is $5.60. This drops 
to $2.80 for sponsors using all of the 
stations. 
FIFTH LARGEST MARKET. Hugh 
M. Beville Jr., director of research 
and planning for NBC, says that the 
PEP group is equivalent in its un- 
duplicated circulation to the country’s 
fifth largest market, covering more 
than 1,100,000 tv sets. He points out 
that 34 of the 44 stations have no 
local tv competition and in the other 
10 there is competition from only one 
other tv station. 

The new provision for a minimum 
100-station lineup, which was associ- 
ated with the PEP announcements, will 
affect only a relatively few NBC adver- 
tisers, since the majority are already 
ordering 100 stations or more. Those 
not ordering 100 stations are given six 
months to come up to the minimum. 

Evening advertisers not making their 
programs available to unordered sta- 
tions and failing to order at least 100 
stations will have their weekly dis- 
counts reduced as follows: less than 
65 stations, 10 per cent; 65-84 stations, 
5 per cent; 85-99 stations, 2.5 per cent. 

Mr. Sarnoff pointed out that some 
evening advertisers ordering 100 sta- 
tions or more would get a cost reduc- 
tion under the new policy. The only 
advertisers with a cost increase are 
those with an abnormally short lineup 
in the evening and who are unwilling 
to make their programs available to 
unordered stations. 


The refurnishing of sponsored net- 
work programs with commercials de- 
leted to stations not ordered by the 
advertiser was first started under the 
Program Service Plan a year ago. 

The network is also helping non- 
interconnected affiliates with additional 
network programming by furnishing 
them with kinescope prints of network 
sponsored programs where such prints 
are available. These will be furnished 
when available at a nominal handling 
charge of $5 per program. 


POLITICS AND TV. Television has 
“revolutionized campaigns,” accord- 
ing to Leonard W. Hall, Republican 
national chairman who, speaking in 
New York last month, noted that tv 
virtually “has put an end to long cam- 
paigning.” 

Hall explained the national commit- 
tee will probably spend between $1.5 
and $2 million in the °56 Presidential 
campaign, the party’s largest tv budget 
ever. And President Eisenhower's ill- 
ness, he said, will have “no effect” on 
plans to intensify use of tv. 

Placement will include, of course, 
both network and spot. The latter was 
used to great value, Hall feels, in the 
’52 contest and will be stepped up in 
all probability, especially in the South 
where more new stations have gone on 
the air. 

Meanwhile, the 
52 budget was reported as one-fourth 


Democrats, whose 
that of the GOP, were getting set to 
put an estimated 75 per cent of their 
If Eisen- 


hower chooses not to run again, this 


total into broadcast media. 


will translate into an also impressive 
dollar figure, however. While the re- 
mainder will be divided among news- 
papers, bill boards, leaflets and cam- 
paign buttons, recent campaigns at the 
state level have shown that newspaper 
allocations are spent mostly on the tv- 
radio page to announce political broad- 
casts. 

And public relations-agency people 
in New York who have worked for 
national committees on past Presiden- 
tial elections were making another pre- 
diction. For the 56 campaign, much 
wider use will be made of film. Besides 
the obvious advantages it has for local 
and regional placement, it can also be 
utilized repeatedly at election meet- 
ings and rallies. Much of the film will 

(Continued on page 82) 
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from 
a 
sponsor’s 
viewpoint 


ED TAYLOR AND DAVE KUTNER are Marketing Vice 


President and Advertising Director respectively 
of Motorola, Inc. Like the company they work 
for, they are progressive and imaginative—quick 


to pioneer when a new opportunity comes along. 


Perhaps that’s why NBC MATINEE THEATER first 
piqued their interest. It was different and un- 
conventional ...a different full-hour drama 
every weekday from 3:00 to 4:00 p.m., in both 
black and white and color, featuring produc- 


tion, writing and stars of nighttime calibre. 


Intrigued, Messrs. Taylor and Kutner dug 
deeper. They found: 

... that according to ARB, hour-long dramas 
are the most popular form in the daytime (just 
as they are in the evening) 

... that NBC MATINEE THEATER will have an 
estimated coverage of 32,500,000 homes (90°, 
of all TV homes in the United States) 

... that the commercials will be 90 seconds in 
length allowing each selling message to be de- 
veloped fully and powerfully 

... that, for all of its unique features and quality 
production, MATINEE’s total cost comes to only 


$10,326 gross per commercial position. 


Then Motorola considered the new audience 
that this fresh, quality program would inevi- 
tably attract; the prestige of association with 
top stars and top production; the growing 
advantages of color commercials. Motorola 
added all these things together and signed as a 


long-term client. 


Other discriminating advertisers like Aluminum 
Company of America, Procter & Gamble, and 
B. T. Babbitt Company — have analyzed 


MATINEE and come to the same conclusion. 


Take a long, examining look yourself. You'll 


find you too can enjoy major values on 


@@ NBC 
MATINEE 
THEATER 
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FIRST 


IN MICHIGAN! 
Coloreastt! 


Trailblazing is an old, familiar habit of 
Fa ee Michigan’s First Television Station. And here 


rates 


WI-TV Inauen 


wl 


etait es we go again — this time with the first 
ats COR canst a : 
ee re local color television in the state. 
a — 


f “Color Day” was Sunday, October 9, when WWJ-TV 
transmitted over four hours of station- 

originated film and slide 

features in tinted video. Plans call for a continuing 

and growing number of programs in the new medium, 
including local news coverage. 


This important step forward—the first color film-and-slide installa- 
tion in Michigan—is another example of WW J-TV’s traditional 
policy of always being first with the finest ... leadership that pays 
dividends to every advertiser. 


In Detroit ... You Sell More 
on channel 








WW 


NBC Television Network 
DETROIT 
Associate AM-FM Station WWJ 






FIRST IN MICHIGAN © Owned and Operated by THE DETROIT NEWS ® National Representatives: FREE & PETERS, INC. 
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he sun shines bright — on daytime television. 

And, although it isn’t anywhere near its zenith 
yet, the light is clear, steady and warm for both 
network and spot placements. 

The marked interest in daytime this fall has 
resulted in a substantial increase in billings, and, 
experts agree, the surge not only promises to con- 
tinue, but to grow still larger. 

Even the conservatives — and there are a few 

— concede that this season has produced a dis- 
tinctly new status for daytime. One station repre- 
sentative who felt that spring and summer volumes 
hinted at a possible downtrend observes now, how- 
ever, “Daytime spot can definitely stand on its 


Television Age 


NOVEMBER, 1955 


Daytime 
wakes up... 


Both network and spot, 
on their way up, promise to 


go higher and higher 


own two feet.” 

The picture is largely defined, of course, by 
network experience. Billings for the first six 
months have been booming at all three networks, 
with sales (for both nighttime and daytime) up 
an average of 37 per cent. That daytime is enjoy- 
ing its share of network increases is evident from 
the fact that both CBS-TV and NBC-TV had, by 
mid-August, sold almost as much daytime as they 
finally scored by the end of October last year. Add 
to that the heavy volume they’ve realized in fall 
billing since then, and it’s clear their daytime 
picture is a strong one. 

National spot, according to official FCC figures, 
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has long been on the upgrade. It start- 
ed at $7.2 raillion in 1949, grew to a 
conservatively estimated (since the 
final tally hasn’t been reported) $165 
million last year — almost a $160-mil- 
lion gain in five short years (TELEVI- 
SION AGE, July, 1955). Percentages 
show that after initial breath-taking 
jumps (when dollar volumes were low 
and any increase was magnified), spot 
sales soared by an impressive 55 per 
cent in 1953. Last year’s continued rise 
lifted totals by still another 33 per cent. 
and estimates are that 1955 will main- 
tain — if not better — that growth 
rate. National spot sales, as reported 
by the exclusive TELEVISION AGE “Busi- 
ness Barometer,” showed an average 
improvement for the first six months of 
this year of 33.1 per cent. And the 
rise for the last month to be included, 
July, reached nearly 40 per cent. (For 
the August figure, see page 31.) 
Significantly, with the major por- 
tion of nighttime spot sold, this year’s 
new business seems to be coming 
chiefly from the single remaining area 
— daytime. In dollar terms, that means 
daytime is responsible for a good 
chunk of the $55 million expected to 


be added to last year's $165-million 
spot take. 

“It’s coming like a house afire,” says 
one organization’s spot analyst, a vet- 
eran in his field. 

Yet there are two important points 
to add: First, timebuyers. stations. 
their reps and networks all agree that 
the current growth in daytime spot is 
not merely an overflow from night- 
time. 

For example, Procter & Gamble’s 
current buying pattern, as described 
by one station rep, is to get both 
nighttime and daytime spots for a 
product’s initial entry on the market. 
Then, as the introductory period draws 
to a close, this advertising leader 
gradually withdraws — not daytime - 
but its nighttime allocations. That 
would seem to indicate daytime spots 
are not just an alternative, but rather. 
P&G’s preference. 

Second, because daytime rates are 
considerably than 


lower nighttime 
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prices, it takes an enormous number 


of announcements to show much of an 
increase in the overall dollar volume. 
Although daytime was usually about 
half the nighttime rate in radio, in 
television, it is only one-third or, in 
some instances, one-fourth the night- 
time charge. As a result, it’s not 
wholly accurate to judge the health of 
daytime spot in terms only of dollars 
or percentage of the gross. 


Audiences Increasing 


Daytime is also realizing growth in 
another important area — audiences. 
According to a confidential Nielsen re- 
port, the average viewer spent only 
about 21 minutes a day with daytime 
tv back in 1950. (The figures are for 
a 10 a.m. to 6 p.m. day, Monday 
through Friday.) But as of January 
this year, the average viewing time had 
been extended to a full hour and 46 
minutes (for an 8 a.m. to 5 p.m. day). 

Yet, figures can cause debate. And 
one of the hottest arguments in the 
industry today is over daytime audi- 
ence ratings (see story, page 50). In 


fact, one prominent rep flatly asserts 
that if rating services did a better job. 


daytime spot would be in still better 
shape. 

Nevertheless, one thing remains un- 
disputed, that whatever the viewers’ 
number, there is no waste audience. 
From its inception, daytime has been 
characterized as a medium for women 
and children. Further, it’s reported 
that the younger housewives, those 
under 35, own more tv sets than any- 
one else, some 87 per cent. And, ac- 
cording to the U.S. Census Bureau, 
nearly 80 per cent of families with 
four or more members — generally 
speaking, with children — 
have television. (In contrast, only 36 
per cent of one-person households are 
so equipped.) These statistics ac- 
cumulate argument on behalf of strong 

and steady — daytime audiences. 

And daytime audiences are, in the 
words of one station rep, “more recep- 
tive to hard sell.” The effect of day- 
time commercials was interestingly 


pointed out by Dr. Joseph E. Bach- 


families 


elder, widely known researcher, in a 
recent speech on the new Gallup and 
Robinson Sales Impact Technique: “lt 
is interesting to discover that of the 
people who testify that they bought a 
brand of toothpaste as a result of 
television, 59 per cent attribute their 
purchase to seeing it advertised on a 
daytime show. Of those who bought 
soap flakes and detergents, 63 per cent 
attribute their purchase to a daytime 
show.” 

Daytime spot has always drawn 
heavily from food, drug and candy 
accounts, but has recently been ex- 
panded by cigarette, soap and beer 
advertisers, too, and currently is draw- 
ing even more diverse product groups. 
Buyers are not only the giants like 
Procter & Gamble, General Foods for 
Maxwell House coffee (about 100 per 
cent in tv right now) or Philip Morris 
(which has dropped network in favor 
of spot). Recent food 
besides important companies like Gen- 
eral Baking and Minute Maid, include 
smaller organizations, too, like Tetley 
Tea, Bake Lite Biscuit — and Boonton- 
ware to serve them on. (For more on 
food advertisers, see story, page 46.) 


advertisers. 








Drugs and cosmetics buyers come in 
all sizes, like Carter Products, Scott’s 
Emulsion, Lanolin Plus and Lady 
Esther. Meanwhile, Luden’s 
bars, Tootsie Rolls, Mason candies 
and Blumenthal Chocolate have learned 
that daytime announcements can co- 
incide with children 
after-school snack. 


candy 


ready for an 

Additional daytime spot users rep- 
resent product groups in which women 
and children have a say, but which are 
not necessarily meant exclusively for 
either: Simmons mattresses. Deering- 
Milliken textiles, Griffin polishes, 
U-H-U Products with trick 
names are often considered “naturals” 
by agencies for spot placement: E-Z 
Popcorn, Hep insecticide, Pop-Drop 
beverages and Wishbone Salad Dress- 
ing. Unexpected sponsors like Magna 
Engineering, Bethlehem Steel and 
Waterman Pens have learned how 
spots ease an advertiser’s entry into 
tv. And there are important accounts 


glue. 











that, at second glance, are as much at 
home on tv as they are anywhere, 
Japanese Canned Crab Meat, Aristo 
Blue Chinchilla and, believe it or not, 
Ringling Bros. and Barnum & Bailey. 

The above are just a few examples 
of recent spot users, but their diversity 
underscores an important aspect of the 
business. The medium is a highly elas- 
tic one. In speaking of spot’s flexi- 
bility, one timebuyer avers, “Spot 
television has become a medium in 
its own right.” 

“What’s happening as a result? 
For one thing, daytime spot has come 
into its own so assertively that an- 
other timebuyer explains, “Here — and 
here, only — daytime can be likened 
to nighttime.” While some advertisers 
wait for cream time and then hold onto 
it for a full 52 weeks, few, if any 
stations have “sold out signs.” (Some 
leading outlets in key markets, how- 
ever, are “close” to sold out.) The 
best time slots are being snapped up 
as soon as they become available, how- 
ever, and, as in nighttime, the one- 
minute announcements are sold first. 
While carrying that generalization to 
its extreme would indicate that ID’s 


are broadly available, even sales of 
these have seemed on the upgrade 
recently. Daytime availabilities still 
vary, then, and one agency’s tv expert 
describes it this way: “You do not 
always get what you expect — and that 
works both ways.” 

Nevertheless, the low cost of day- 
time has already struck a very deep- 
rooted cord in the advertiser’s heart. 
He can, simply, get more announce- 
ments for less money, move more mer- 
chandise for relatively lower ad costs. 
And the advertiser who can afford to 
budget it has learned that an extra 
appropriation — for daytime tv spots 
—will more than pay its way. To 
quote one national representative, “The 
platinum-coated nighttime buyers are 
now using daytime as well—as a 
supplemental buy.” 

But perhaps the most important as- 
pect of the turn toward daytime spot is 
the result of a larger national trend — 
the magazine concept of programming. 

(Continued on page 66) 
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Have you seen color? 


n New York city, where there are 

more color television receivers than 

in any other market, only 14 per cent 

of all television set owners have ever 
seen a telecast in color. 

In a special survey for TELEVISION 
AGE The Pulse asked 1,000 set owners 
if they had ever seen a colorcast. Only 
140 answered yes. (See question 1.) 





QUESTION 1: “Have you ever 
seen a television program in 
color?” 

ME cilicdae key awe 140 14.0% 
errr 860 86.0 


Total respondents.1000 100 














As a follow-up, those who had seen 
color were asked, “Were you satisfied 
with the quality of the color?” 

A total of 102 of the 140 questioned 
said they liked it. Thirty-five, or 25 
per cent, indicated their dislike for 
multichrome, while 3, or 2.1 per cent, 
were uncertain of their reaction. (See 
question 2.) 

Of course, it was impossible to de- 
termine from the survey how many 
of those who had seen color saw the 
most up-to-date development. It is to 
be expected that a sizable percentage 
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of those who saw color saw it in its 
earlier stages when many colorcasts 
were of experimental quality. Public 
demonstrations of this earlier color 
were held on several occasions, and 
many thousands of people saw them. 

All of those interviewed were asked 
whether or not they had any plans to 
purchase a color set before the end of 
1956. 

Of the 140 persons who had seen 
color television 16, or 11.4 per cent, 
answered yes. (See question 3a.) Of 
those who had not seen a colorcast 
only 4.7 per cent expressed interest in 
making a purchase within that period. 

The overall percentage — of both 
those who had and had not seen color 
— showed 5.6 per cent expected to 
buy a set before the end of 1956. 

Apparently, demonstration of color 
is an important stimulus to interest in 
buying. The difference between the 
4.7 per cent (those who had not seen 
color) and the 11.4 per cent (those 
who had) is worthy of note. More 
than twice as many of those exposed 
to color wanted a set of their own as 
soon as possible as those who had not 
seen it for themselves. 

Carrying the date of purchase ques- 
tion even further, The Pulse asked set 
owners how long they thought it would 
be before they bought a color set. (See 
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question 3b.) 

Again, the difference between those 
who had seen color and those who had 
not was apparent. Added to those who 
plan to buy before the end of 1956 
was another 11.3 per cent — those 
who had seen multichrome and thought 
they would buy a color receiver with- 
in two years. Varying proportions pro- 
fessed buying plans extending into 
longer periods. More than 18 per cent 
of these experienced color viewers said 
they were waiting for sets to come 
down in price. 

Of those who had not seen color 35 
per cent didn’t know how long they 
would wait to buy. 





QUESTION 2: (If yes) “Were 
you satisfied with the quality 
of the color?” 





SS 2 aeereee 102 72.9% 
Did not like it... 35 25.0 
Uncertain ...... 3 23 
| RS ies oor 140 100 











A card was handed to those inter- 
viewed, on which were listed various 
price ranges and various size screen 
tv sets. (See question 4.) The largest 
percentage of those who had seen color 
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seemed to prefer the 21-inch set and 
were willing to pay from $300 to $500 
for it. Those who had not seen color 
also showed a preference for a 21-inch 
set but didn’t indicate that they were 
willing to pay as much for it, sticking 
closely to the $300 price range. A 
number were willing to accept a small- 
er screen. And some, of course, said 
they would pay more. 

By percentages, 48.5 per cent of 
those who had seen color said they 
would prefer a 21-inch set, and 22.9 
per cent said they would pay some- 
where between $250 and $349 for it. 
Another 20.7 per cent said they would 
pay $350 to $449. 

Of those who had not seen color- 
casts 40.5 per cent expressed a prefer- 
ence for a 21-inch screen for which 
they would pay $250 to $349. Only 
13.1 per cent were willing to pay as 
much as $350 to $449. 











QUESTION 3b: (/f no, or don’t know) “How long do you think it will 
be before you have a color set?” 
sawcolorty did not see color ti total 

er ie 14 113% 49 6.0% 63 6.7% 
POE sisi dbs Kate we es 9 7.3 49 6.0 58 6.1 
EE, Gp cdads 4 tok eenay 9 7.3 35 4.3 44 4.7 
|) REA eee 144 11.3 67 8.2 81 8.6 
SOS RRR SS cea 5 4.0 50 6.1 55 5.8 
Over 10 years ............ 5 4.0 37 4.5 42 4.4 
When cheaper ........... 23 «(185 116 = 14.1 139 = 14.7 
When perfected .......... 4 3.2 26 3.2 30 3.2 
When more popular ...... 3 2.4 8 1.0 1] 1.2 
When more programs ..... 4 3.2 5 6 9 1.0 
When able to afford ...... 2 1.6 7 9 9 1.0 
When present set wears out — 12 L.5 12 1.3 
DN Senay wc eas sceurees 7 5.6 84 10.2 9] 9.6 
IP ee 37 §©629.8 289 35.3 326 634.5 
Total responses ........-- 136 109.5* 834 101.9% 970 102.8* 
Total respondents ......... 124 820 944 

* Total over 100% because of multiple responses. 
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saw color tv 


11.4% 40 4.7% 56 5.6% 





Altogether, the 21-inch screen was 


QUESTION 3a: “Do you have any plans at present to purchase a color given the greatest vote, both among 
television set during the balance of 1955 or during 1956?” 


those who had seen color and those 
who hadn’t. (See question 5a.) 

did not see color tv total In a special question on size alone 
experienced color viewers voting for 
7596 (87.9 867 = 86.7 the 21-inch set totalled 48.5 per cent. 
64 74 7 7.7 The vote among those who had not 
860 100 1000 100 seen color was 42.6 per cent. 


(Continued on page 102) 








Only fourteen per cent of television set owners in the 


tremendous New York Market have, according to special 


survey for Television Age by The Pulse, Inc. 











Grocery 
stores and 
super 
markets 


ood and food product advertising 
form the biggest single source of 
television revenue. 

The bill for network television alone, 
including time, production and talent 
costs, totalled $134.5 million in 1954, 
according to the Television Bureau of 
Advertising. National spot spending 
by food processors, distributors and the 
larger chains will at least match this 
figure. Food promotion came to a 
considerable sum even at a local level. 

Add these all together and you have 
a food advertisers’ television bill in 
1954 of over $300 million. 

Food manufacturers and processors 
gave network television a 32.2 per cent 
share of their budget for major media 
in 1954. Some 35.7 per cent of this 
allotment went into newspapers; 9 per 
cent, for radio; 23.1 per cent, for 
magazines. The total spent for these 
four media, TvB estimates, was $417.4 
million. 

In 1955 network television billings 
from food sponsors are expected to 
exceed the total for space placed with 
newspapers, following a trend which 





Food manufacturers and processors are tv’s 


has developed over the past six years. 
This trend shows that as television 
advertising totals climb, those for other 
media decline (See table). 

Food advertising then, in all of its 
important branches, is the biggest 
single category on the average tele- 
vision station. It is still true, however, 
that by far the biggest portion of these 
dollars comes from national spot and 
network advertisers of individual food 
products and brands, rather than from 
retail grocery stores and supermarkets 
which have always leaned heavily 
toward newspaper display space. 

But here again the picture is chang- 
ing. Progressive merchants everywhere 
are trying television — aad liking it. 
Strangely enough, both supermarket 
chains and small independent groceries 
are finding television can answer many 
of their problems. 

In Bloomington, Ind., for example. 
where John R. Figg, Inc. is the dis- 
tributor for 84 Independent Grocers 
Alliance stores, a syndicated film pro- 
gram on WTTV Bloomington has been 
the firm’s exclusive advertising medium 


for the past three years. Today, Mr. 
Figg says, sales “are running $3.5 
million more per year than they did 
three years ago. . . . Total sales for 
all IGA stores in our franchise have 
increased 160 per cent over the period.” 

This success and the experience of 
other IGA advertisers in various parts 
of the country are in large part re- 
sponsible for the decision of the na- 
tional association to sponsor a one- 
hour film series, The Popcorn Theatre, 
on Saturday morning time in 47 mar- 
kets, to have started late last month. 
The series was placed through Reach, 
Yates & Matoon, New York. 

On the other end of the scale a 
small neighborhood store, Goulet Food 
Market in Bay City, Mich., has found 
television the answer to supermarket 
competition. 

A year ago Al Goulet watched gross 
sales drop and was seriously consider- 
ing selling out when he decided to try 
television. Using one spot a week on 
WNEM-TV Saginaw-Bay City, Mr. Gou- 
let featured a home-made bologna 
which he had long been manufacturing 











I i} 
| 
W, 
j 
¥ 


ui | 


for his customers. Success was immedi- 
ate. Within two weeks gross sales for 
the market had doubled, and today 
Mr. Goulet is busily making plans to 
expand into wholesaling as a supple- 
ment to his retail store. 

Food and food products have long 
been the backbone of network billings. 
Last year Publisher’s Information 
Bureau reported total food and food 
products billings for all networks at 
$64.5 million, as compared to a total 
billings figure of $320.1 million. The 
first six months of 1955 found sales in 
this category for the networks totalling 
$40.5 million, almost two-thirds of the 
1954 total for the year. 

Among the networks CBS-TV had 
the largest food billings. In 1954 their 
food and beverage business (beverages 
are listed separately in PIB break- 
downs) totalled $36.9 million. 


Their list of CBS-TV food sponsors 
is a distinguished one. Currently, it 
includes: Campbell Soups with Lassie 
(alt. wks.) ; Carnation Co., Burns and 
Allen and the Bob Crosby Show (both 


best customers, but retailers are just discovering its 


alt. wks.); Chun King Sales, Garry 
Moore Show (alt. wks.) ; Corn Prod- 
ucts, Arthur Godfrey Time and the 
Robert Q. Lewis Show; Converted 
Rice, Garry Moore Show (alt. wks.) ; 
Dole Pineapple, Art Linkletter’s House 
Party; General Foods, | Love Lucy 
(alt. wks.), December Bride, Johnny 
Carson Show, Mama and Our Miss 
Brooks; General Mills, Valiant Lady, 
Bob Crosby Show, Garry Moore Show, 
Barker Bill's Cartoons, Tales of the 


5 


Texas Rangers, Lone Ranger; Gerber 
Products, Bob Crosby Show (alt. 
wks.) ; Kellogg Company, Lassie (alt. 
wks.), Wild Bill Hickok, Garry Moore 
Show, Arthur Godfrey Time, Art 
Linkletter’s House Party; Larson Can- 
ning Co., Bob Crosby Show; Thomas 
J. Lipton, Inc., Godfrey’s Talent Scouts 
(alt. wks.): Nestle Company, Stage 


in a series 
of product group 
success stories 


value 


Show; Pet Milk Co., Red Skelton 
Show (alt. wks); Pillsbury Mills, Inc., 
Arthur Godfrey Time, Art Linkletter’s 
House Party, Arthur Godfrey and His 
Friends (alt. wks.) ; Quaker Oats, Sgt. 
Preston of the Yukon; A. E. Staley 
Co., Garry Moore Show (alt. wks.) ; 
Wesson Oil, Valiant Lady. 

The total time devoted each week 
to food and food product sponsors on 
CBS-TV is 13 hours, 3714 minutes. 

NBC-TV’s food and beverage bill- 
ings last year totalled $25 million, 
according to PIB calculations. Their 
list of food products sponsors this year 
includes: Campbell Soup Co., Star 
Stage; General Foods, Fury, Roy 
Rogers Show; H. J. Heinz, Captain 


Gallant; Continental Baking Co., Pinky ~ 


Lee Show; Kraft Foods Co., Kraft 
Television Theatre, Color Spread; 
Borden Co., A Date with Life, People’s 
Choice; Standard Brands Inc., Howdy 
Doody, Tennessee Ernie, Color Spread ; 
Armour & Co., Perry Como Show, 
George Gobel Show; Pet Milk Co., 
George Gobel Show; Dromedary, Ten- 

(Continued on page 77) 
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ou the news... 


Network’s ten-year- 
old film division puts 
world events into, 


nation’s living rooms 


oer has revolutionized news 
reporting. For the first time it is 
possible to show the actual happening 
rather than a mere description which, 
at best, is only as good as the man 
who writes it. Television transports 
the viewer to the scene—lets him see 
-with his own ‘eyes and hear with his 
own ears the news being made. 

At National Broadcasting Company 
the television newsfilm division cele- 
brated its tenth birthday last August. 
To this veteran team, coverage of 
world shaking news is routine, yet the 
story behind the television reports 
often is as thrilling as the film that 
goes out over the network. 

Take the Argentine revolution and 
the defeat of Dictator Peron as an 
example: 

About the middle of September 
veteran newsmen on the NBC staff 
sensed a big story about to break in 
South America. There had been con- 
stant trouble in Argentina under 
Peron. Only a few weeks earlier, the 
dictator had crushed an attempted 
revolution. 

But this was different. Something 





Leonard Allen calls shots on assignments 








bigger was building up. Alert to any 
development, NBC had Robert Lindley, 
veteran newsman, located in Buenos 
Aires. 

At 3 a.m. on Friday, Sept. 16, the 
NBC news desk in Radio City was 
tipped that a plot had been uncovered 
against the Peron government. Im- 
mediately calls were put in to Lindley. 
It was 7:45 a.m. before a line was 
finally cleared and the newsman made 
a full report of the situation in the 
Argentine capital. NBC recorded the 
call (such a recording is termed a 
beeper because of the occasional shrill 
beep required by law on all recorded 
phone messages). Almost immediately 
it was used on the NBC morning 
show, Today, and also was broadcast 
by radio. 

In Buenos Aires Lindley kept on the 
job. With a film man he shot scenes 
in the city’s streets which by this time 
had become a battleground. Physical 
danger to a reporter is commonplace 
on this kind of a story. Sleep is a 
luxury that can seldom be afforded. 

At noon Lindley came in with an- 
other thirty-minute beeper report 
which was developed as a lead for the 
Esso 10 minutes (6:50 p.m.) on 
wrca-Tv New York. At 7 p.m. there 
was still another call which was 
processed and used on both tv and 
radio. 

Meanwhile, the Radio City central 
news desk had been busy. As the 
revolt developed into a major action 
William R. McAndrew, veteran direc- 
tor of news for both television and 
radio, called a conference of his top 
executives to discuss ways to reinforce 





Davidson Taylor 


the Lindley coverage. 

John Rich, New York staff com- 
mentator-reporter, was relaxing in his 
office reading the news report after 
finishing another assignment. Casting 
around for available talent the con- 
ferees pounced on Rich, discovered 
that he knew a smattering of Spanish 
and immediately drafted him for a 
trip to Argentina. 


Money for Trip 


There was a problem of finance. By 
this time it was late afternoon and the 
office safe had been locked for the 
week-end. That necessitated a quick 
skirmish which unearthed Bill Wil- 
liams, assistant NBC treasurer. He 
was able to open the safe, under the 
watchful eye of two company guards, 
and appropriate the necessary expense 
money. 

Meanwhile, Rich made a call home 
(wives of newsmen know from experi- 
ence that their husbands may leave 
for months at a moment’s notice) and 
grabbed a taxi to the NBC 106th street 
laboratories. There he picked up a 
Filmo camera with which he had had 
some experience. NBC reporters can 
double in brass in a pinch and give a 
hand to the old pros on the job. 

All of this time the long distance 
lines were busy. An experienced film 
correspondent, Naum Kramarenko, 
who was available for South American 
duty, was located in Santiago, Chile. 
He agreed to meet Rich in Santiago, 
and both would try to get into Argen- 
tina. 

Another correspondent in Rio de 
Janeiro was contacted and ordered to 
get to work on the story. 

Meanwhile, Lindley continued to 
report regularly by beeper. He and 
his cameraman were shooting the 
action, but military rule prevented 
getting their film out of the country. 

Saturday’s NBC television news led 
with still shots of the principal Argen- 
tine cities and the latest taped beeper 
reports from Lindley on the scene. 

By Sunday Rich and Kramarenko 
had met in Santiago where other 
sources of Argentine news were un- 
covered. Rich began making regular 
calls back to New York. Meanwhile, 
negotiations were started for a pilot 
willing to fly them to the rebel head- 
quarters in Mendoza. Again funds had 
to be made immediately available to 


William R. McAndrew 


complete a deal. A deposit of $700 
was made to Kramarenko’s account in 
a New York bank. 

Rich contacted the rebels in Men- 
doza by telephone and was able to 
record the rebel leader’s story of the 
rebellion. One purpose of the call was 
to make certain that Rich’s plane would 
be expected and no _trigger-happy 
revolutionist would try to bring it 
down as it came in from Chile. Such 
a precaution could easily have been 
the difference between a live reporter 
and a dead hero. 

Back in New York, Rich’s exclusive 
beeper account of the rebel victory 
their 


confirmed earlier rumors of 


success. His exclusive recorded inter- 
views with rebel leaders were “firsts” 
for the story. These developments were 
fed into all television and radio news 
reports and were bulletined in other 


local and network shows on Monday. 


To Rebel Headquarters 


Tuesday Rich and Kramarenko flew 
through bad weather to Mendoza, the 
rebel headquarters. Gen. Eduardo 
Lonardi welcomed the chance to talk 
to the network representatives from 
North America. They were the only 
newsmen from the United States who 
had reached the rebel camp. Lonardi’s 
officers toasted them with wine and 
talked freely of their plans and their 
victories. 

Kramarenko and Rich quickly shot 
100 feet of film and sent it back on the 

(Continued on page 71) 
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JAMES W. SEILER 
Director, American Research 


Bureau 


i n a recent issue of TELEVISION AGE 
appeared an article written by W. 
Ward Dorrell of Blair-Tv, comparing 
television sets-in-use levels. produced 
by three well-known rating services, 
including ARB, and pointing with 
some degree of alarm to large varia- 
tions, especially during daytime, in 
these services. The inference was also 
drawn that because at various times 
of the day ARB sets-in-use figures 
differed from the other two services, 
an investigation should be launched. 

ARB would welcome such an in- 
vestigation since it has conducted 
extensive field research on this very 
problem during the past several months 
with results worthy of note — results 
which will be discussed in greater 
detail in subsequent paragraphs. Be- 
fore doing this, however, a few words 
of comment seem indicated concern- 
ing the material presented by Mr. 
Dorrell. 

To begin with, the charts accom- 
panying the article were grossly dis- 
torted in order to show exaggerated 


The ARB story 





Seiler announces results of diary 


method tests—refutes Dorrell 


differences at the lower rating levels, 
so that a one-point spread in a period 
of low sets-in-use (normally daytime 
hours) appeared as great as a ten- 
point spread in the higher evening 
hours. Furthermore, the comparisons 
between ARB and Nielsen (clearly 
labeled April, 1955) actually were 
made using the April ARB data and 
Nielsen reports which measured the 
period February 26 to April 23, 1955. 
As Mr. Dorrell and the entire industry 
know, sets-in-use do drop in April 
from February and March levels, and 
it would have been quite helpful had 
the charts disclosed the proper dates 
of the surveys compared. 


Differences No Surprise 


Moreover, ARB sets-in-use were 
charted and compared with two other 
services, one based completely on re- 
call over an extended period, the other 
featuring the first few reports of a 
new and relatively inexperienced diary 
practitioner. In view of the above, it 
hardly comes as a surprise that alarm- 
ing differences can be pointed out. 

This whole problem, which is, in 
both Mr. Dorrell’s and ARB’s opinion, 


a vital one for the industry, can be 


approached in a constructive manner. 
As in the case of any scientific testing 
project, the need is for extensive field 
experimentation, an item which has 
been sadly lacking in many recent 
comparisons of audience measurement 
services. 

Fortunately, there is a way by which 
these differences can be reliably in- 
vestigated. 

Early this spring, ARB’s Research 
Department planned a testing program 
which concentrated on daytime hours 
‘8 a.m. to 8 p.m.). This was set up 
with as many factors as possible kept 
equal so that the one factor being 
tested (i.e., diary sets-in-use levels in 
daytime) could be isolated. 

In May, July and August of this 
year, tests were arranged in the cities 
of New York, Atlanta, Cincinnati and 
Washington, comparing television sets- 
in-use levels produced by the regula: 
ARB diary study and a_ telephone 
coincidental survey conducted in ex- 
actly the same areas and during the 
identical weeks as the ARB diary. 
Separate samples of approximately the 
same size were used. For this experi- 
ment, diary results were limited to 

(Continued on page 104) 





30- ATLANTA 

95- CINCINNATI 
1 - NEW YORK 
WASHINGTON 





smn 





~ - 
- - ~ 
a “=, 























“How big is the audience?” W. Ward 
Dorrell, vice president in charge of 
research for Blair-Tv, asked in a by- 
lined article in the September issue of 
TELEVISION AGE. In charts accompany- 
ing the article Mr. Dorrell compared 
ratings for various markets by three 
services—ARB, Pulse and Nielsen. 
Reaction to the article was imme- 
diate. While opinions of its merit 
differed, interest seemed universal. 
This month TELEVISION AGE is pub- 
lishing a few of these reactions, includ- 
ing statements from two of the research 
services Mr. Dorrell used in his charts. 
Since the president of the third service 
is abroad as this issue goes to press his 
comment will be published later. 


eorge E. Blechta, vice president of 

the A. C. Nielsen Co., is critical 

of the Dorrell article. His statement 
follows: 

“It is unfortunate that, in attempting 
to contrast research data, this article 
used basic information containing such 
unfair and unsound comparisons as to 
impair the validity of its conclusions. 
For example: 

“1. The areas reported on by the 
three services are not comparable. 
Ownership figures, projections based 
on them and viewing habits can 
scarcely be analyzed side by side 
when, in the case of the New York 
market at least, ARB covers 16 coun- 
ties, Pulse 17 counties and Nielsen 29. 

“2. The periods covered are not 
comparable. The designation “April” 
is rather loosely used, in view of the 
fact that ARB and Pulse report on the 
first weeks of months, while the Nielsen 
Station Index regularly averages an 
eight-week period, in this case ending 
on April 23rd. The changes in viewing 


Audience differentials 


Storm of comment raised by 


analysis of Blair-Tv researcher 


DR. E. L. DECKINGER 
Biow-Beirn-Toigo 


habits during that time of year thus 
compound the carelessness of the com- 
parisons. 

“3. Whether the data given are for 
single days or for five- or seven-day 
averages is not stated, thus offering 
a further possibility of lack of com- 
parability. 

“4. The style of charting is distorted. 
With a sliding scale in the percentage 
column, rather small differences are 
magnified during periods of light 
usage (daytime), while the same or 
larger differences appear virtually neg- 
ligible at higher usage levels (eve- 
ning). The charts therefore show an 
intrinsically false picture. 


There Are Differences 


“With all these reservations, it is 
nevertheless manifest that there are 
differences in usage figures which re- 
sult from the different techniques used. 
As to their relative accuracy, consider 
that all of the data in the NSI curves 
are based on machine-measured hours 
of viewing, with the possibilities of 
human error at an almost irreducible 
minimum. 

“Consider, too, the smoothness in 
the NSI curves, as opposed to the 


strong fluctuations of the others. This 


GEORCE E. BLECHTA 


A. C. Nielsen Co. 





DR. ROBERT FERBER 
University of Illinois 


is primarily the result of the eight 
weeks of averaging, which present a 
fairer over-all picture. 

“When set use is at a high level 
(as it is in the evening portions of the 
charts), it’s no particular trick for a 
technique to come up with reasonably 
But in the marginal 
hours, great care is needed in both 
sample selection and in completeness 
of reporting. The true picture of usage 
levels in these periods is not easily 
achieved with an at-home sample only, 
or with incomplete diary entries. 

“All in all, the article sheds sur- 
prisingly little light on the question it 
posed.” 

Dr. E. L. Deckinger, vice president 
and research director of Biow-Beirn- 
Toigo and chairman of the Advertis- 
ing Research Foundation, makes his 
comment on the subject matter as an 


accurate data. 


individual and not in his executive 
capacity. He says: 

“We have read Mr. Dorrell’s article 
with much interest, as you anticipated 
we would. 

“We are all very much aware of 
these problems of differences. The 
ARF report entitled “Suggested Stand- 
ards for Radio-Tv Program Audience 

(Continued on page 86) 
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Guild, Bascom & Bonfigli 


use zany humor to build their 


$7-million 


agency 





L. to r.: Walter Guild, Dave Bascom and Dan Bonfigli 


Three men on a lark 


o the naked, occidental eye, Guild, 

Bascom & Bonfigli commercials at 
times reach the plane of pure Mon- 
golian fantasy. There are_ tricks, 
whimsy, college humor, unique con- 
traptions, contortions of every known 
pun and vaudeville — all for the sale 
of food and beverages. 

In Ry-Krisp commercials for the 
Ralston-Purina people, for example, 
they have featured such devices as a 
Smorgasmobile, a bicycle-driven buf- 
fet table. You begin to wonder what 
fools these people be to pay actress 
Jane Connell when all she does is 
laugh and caper through 60 seconds 
of gilt-edge time. 


Great Showmanship 


You wonder, that is, until you tear 
off the false whiskers and remove the 
grease paint and analyze the commer- 
cials. Then you come up with the 
startling discovery that there’s some 
great showmanship behind it all. And 
behind the showmanship is 
greater salesmanship. 

Jane Connell may put on an absurd 


even 


act and mispronounce half the words 
in her script, but when she has fin- 
ished, you know it’s Ry-Krisp she’s 
been talking about, not some haze on 
the horizon. She’s got you convinced 
the checkerboard package that matches 
her apron belongs on your kitchen 


shelf. 


Verges on Implausible 


The agency responsible for this flip- 
pancy is Guild, Bascom & Bonfigli, a 
California organization — which only 
partly explains it, for the firm’s head- 
quarters are in San Francisco, a con- 
servative town. Although the agency’s 
copy for all media usually borders on 
the implausible, it is through television 
that most of what they’ve sought to do 
for their clients has been achieved: 
the building of strong brand identifica- 
tion by means of a human and friendly 
and, generally speaking, funny ap- 
proach. 

In one instance, their product iden- 
tification became so strong that the 
alternate sponsor, a big national firm, 
dropped the show as too closely iden- 





tified with the other account. 
Walter Guild, Dave Bascom and Dan 
Bonfigli admit that the combination of 


their names is about as incongruous 
as their ad copy is unique. And on 
March 1, 1949, the day they started 
business together, they could boast 
little more than their unusual names: 
They had two employes, faith in one 
another — and one client, a local soap 
man. 


Food Accounts Only 


But they also had some ideas, and, 
to make the heights as remote as 
Mount Everest to a pot-bellied grass- 
hopper, the partners also set themselves 
a policy. As it is writ in their own 
blood, they determined to handle 
naught but food accounts; these ac- 
counts had to be major, and the clients 
had to respect the GB&B type of ad- 
vertising. 

It was about that time, reports have 
it, that Walter Guild succumbed to a 
strict diet, Bascom grew a blade-saving 
beard and Bonfigli started shaping 
soles from office phone directories. 
Their billing that first year just about 
kept them current on the rent bill. 

Faith, however, has a way with the 
faithful. The Rosefield Packing Co., 
makers of Skippy peanut butter, the 
No. 1 product in its field, appointed 
the new agency just before its lease 
expired. 

True, serviced 
Skippy before in their prior agency 
jobs. But Skippy had left that reserva- 
tion some time earlier, and none of 
the three had the least idea they’d ever 
see it again— except in a grocery 


the partners had 


store. For the new agency, however, 
the account represented two big points: 
eating money and the chance to go into 
television. 

They plunged in furtively, testing 
and trying various approaches, both 
with shows and commercials. After 
months of experimenting on programs 
whose ratings were so low any reaction 
to commercials could be clearly recog- 
nized — and where failures could not 

(Continued on page 54) 
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Guild (Continued from page 52) 


seriously affect sales — the agency felt 
ready to handle tv in earnest. 

Their effective use of it ultimately 
attracted their next two clients, the 
Golden State Division of Foremost 
Dairies and Regal Pale Brewing Co.., 
both California companies with home 
offices in the Bay area. And last year, 
the agency hauled in the entire Ralston- 
Purina consumer products account. 


120 Staffers 


Today, the three partners have “ar- 
rived.” They require some 120 staff 
workers — some of them very high- 
priced talent— to carry the agency’s 
banner. They are using television to 
the tune of some 250 programs a 
month, which gives them representa- 
tion in almost every market that boasts 
tv throughout the country. And the 
total billing, with tv providing the 
greatest share, is well over $7 million. 

In fact, the partners have achieved 
stature. Walter Guild, for instance, 
has written a serious book, How To 
Market Your Product, published by 
Prentice-Hall. The youthful Bonfigli 
has got his golf handicap down to a 
nice, low level. Bascom wears mono- 
grammed shirts and affects baggy suits 
that look out of place in the fashionable 
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rooms where he now sips highballs. 
Ile even gives speeches. 

But that hasn’t always been the case. 
As a former musician and actor, Wal- 
ter Guild cut his molars on broken 
Kleig lights as one of the boy wonders 
of the vaudeville stage. As theatres 
across the country were darkened, he 
was forced into other pursviis and 
matriculated into advertising via the 
radio route. When he showed strong 
aptitude for marketing — and getting 
along cozily with food brokers — he 
was granted full professional status 
and made partner in a local San Fran- 
cisco agency. But he was strictly sec- 
ond fiddle, and they were forever play- 
ing Lehar while he was dreaming 
Debussy. Now, as president of his 
own agency, he still knows every ham 
from Hoboken to Hollywood and has 
an uncanny ability to develop unem- 
ployed actors into highly skilled tv 
performers on the commercial level. 


Zany Assistant 


Dave Bascom, chairman of the 
GB&B board today, achieved his earli- 
est notoriety as the zany assistant to 
an equally zany advertising manager, 
the man whose ads in the late Thirties 
for Awful Fresh Macfarlane Candies 
enlivened an otherwise prosaic Califor- 
nia press of the period. Bascom stepped 
up the ladder, but soon deserted in 
order to heed the call of the agency 
business. He ended up a writer in the 
agency where Guild was serving his 
vice presidential term. 

Dan Bonfigli, youngest of the three 
by far, is executive vice president and 
art director. He had started as a bright 
boy with the charcoal and India ink, 
pursuing the normal course of a com- 
mercial artist. He met up with the 
others, however, when he, too, signed 
on at the same office as art director. 

At their former jobs, each of them 
had felt shackled by the demands of 
established precedent. When they could 


suppress their mutual attitude no 
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longer, they celebrated the 100th anni- 
versary of California’s gold rush by 
staking out their own claim under their 
own names. It might be said that, 
except for the one account that insisted 
on going with them, the group took 
none of their former firm’s business 
along. They started out cold — and 
hungry. 

Their agency was established, not 
as a working arrangement, but as a 
working team. Each of the partners is 
dedicated in his faith to advertising, 
in its own right, as an effective instru- 
ment of salesmanship. The progression 
from salesmanship - in - print through 
salesmanship-by-voice in radio adver- 
tising, to salesmanship-in-person via 
the video screen seemed sound and log- 
ical. There has never been any chance 
of an argument with them as to tele- 
vision’s being the primary medium. 

Not that they minimize other media, 
however. For the past several years, 
for example, they have built their own 
record (and the client’s sales) by han- 
dling the Harry and David Orchards 
gift-fruit account through print media. 
only. 

But the major emphasis at Guild. 
Bascom & Bonfigli today, in their New 
York and Hollywood, as well as their 
San Francisco offices, is on the live 
commercial, done by living people. 
And the three partners plunge into 
the planning with all the enthusiasm 
of polar bears devouring an ice flow 
made of sole marguery. 


Clients Pleased Too 


The clients, too, seem moderately 
pleased with results. Ry-Krisp, for 
example, doubled its west coast sales 
in just six months’ time — without any 
change in its previous marketing ac- 
tivity other than the added ingredient 
of GB&B tv commercials. Similarly, 
Skippy Peanut Butter has enjoyed 
month-by-month sales booms in every 
market where its tv show is seen, 
with no end in sight. Regal Pale, in 
spite of an intense battle among five 
national brands and several strong 
local competitors, boasts the most con- 
sistent sales gains of any beer on the 
west coast. 

The Guild, Bascom & Bonfigli ap- 
proach may be bizarre, but, as they 
would say in their commercials, a 
bazaar is a good place to sell. 

















“Rowiau. oF lorie 
become a, WIV) STUDIO 











show from Florida, WTVJ can do the job for you! 


WTVJ's NEW 34 FT. “NETWORK CONTROL ROOM 
ON WHEELS” IS EQUIPPED TO HANDLE ANYTHING 
UP TO, AND INCLUDING 12-CAMERA REMOTES. 
THIS UNIT WAS DESIGNED AND BUILT BY THE WTVJ 
ENGINEERING DEVELOPMENT STAFF. 


COMBINE THIS FACILITY WITH THE EXPERIENCE OF 
HUNDREDS OF REMOTES FOR QUALITY SERVICE 
ANYWHERE IN FLORIDA. {tf 1S NOW READY TO 
Represented Nationally ROLL! 

by FREE & PETERS, INC. 


For Complete details of WTVJ's remote facilities 
call or write to Mr. Jack Shay, WTVJ vice president 
in charge of operations. 


2 “<a FLORIDA'S FIRST TELEVISION STATION 
Basic Affiliate 100,000 WATTS POWER * 1,000 FT. TOWER M IAM ! 
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Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


_ 


Introducing Gillette’s three new razors to the television audience is the purpose of 
this new series for which SARRA was chosen as one of the producers. The commer- 
cials, used on Cavalcade of Sports, deftly combine animation and ingenious stop- 
motion to show the advantages of each razor. To wrap up the selling message, the 
Gillette point-of-sale display is strategically highlighted in each commercial. Produced 
by SARRA for GILLETTE SAFETY RAZOR COMPANY through Maxon, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Originally a single 20-second spot — but now the first in a resultful series — this 
commercial spearheads the advertising of unbreakable, Disney licensed wooden toys. 
It creates ready acceptance of the line by local dealers and establishes strong product 
identity with consumers. Human interest, live action photography is the means of 
delivering the visual message. Produced by SARRA for FISHER-PRICE TOYS, INC. 
through Weill & Eby, Incorporated. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





Five basic 20-second TV commercials created by SARRA are adapted, by skillful 
editing, to four different bakery brands in this series of over eighty 8, 10 and 20- 
second spots. Planned and produced in this way, the advertiser gets wide variety 
with tremendous economy. While the series is predominantly black and white, several 
full color, animated cartoon commercials are part of the complete package. Produced 


for CAMPBELL TAGGART ASSOCIATED BAKERIES, INC. by SARRA. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Emphasizing the universal enjoyment of 7-Up’s cool, clean taste is the objective of 
these 20-second and 1-minute commercials by SARRA. Purity of flavor is dramati- 
cally illustrated in a non-technical, live action sequence portraying the extraction 
and refinement of the flavorsome oils of lemons and limes for use as the “essence” 
in making 7-Up. “Nothing Does It Like 7-Up” is the recurring theme. Produced 
by SARRA for THE SEVEN-UP COMPANY through J. Walter Thompson Company. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





z 
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Film Sales 


“Where else but on television could 
you sell 10,000 strawberries per sec- 
ond . . . or 1,200 pairs of overalls with 
one twenty-second announcement?” 
asks Don. L. Kearney, vice president in 
charge of sales at ABC Film Syndica- 
tion. 

“This is the experience of one of 
Houston’s largest supermarket chains, 
and this comment introduces a presen- 
tation prepared by ABC Film Syndica- 
tion, which realized a long time ago 
that tv is an excellent advertising 
medium for super markets and other 
food stores. (See “Groceries and Su- 
permarkets,” page 44.) 

“In order to help local stations ac- 
quaint non-users of tv in this retail 
category, we prepared “Tv, a New 
Super Sales Force for Supermarkets,’ 
which proclaimed the tv success of 
numerous supermarkets and groceries. 

“Our research revealed that the ex- 
perience in the use of television by 
groceries and supermarkets has shown 
them that this is one of the most effec- 
tive mass advertising media. Most of 
these advertisers started in tv with 10- 
or 20-second announcements, some 
with local live shows. After a time 
they realized that neither of these types 
of tv was suitable. Announcements 
aren’t merchandiseable — the cost of 
producing a local live show of mass 
appeal, prohibitive. Therefore, these 
advertisers turned to the only tv ad- 
vertising tool which could meet their 
requirements — syndicated film of net- 
work quality. 

“A breakdown of our sales records 
reveals that grocers and supermarkets 
are the second highest category — the 
first being brewers. 

“Our field salesmen’s reports have 
shown that grocers and supermarkets 
are very astute buyers, interested only 
in high caliber programs with adult 
appeal — their favorites being mystery, 
adventure and anthology drama. A 
good example of this is the Kroger 
Company which currently sponsors 
Racket Squad (mystery), Passport to 
Danger (adventure), Douglas Fair- 
banks Jr. Presents (drama anthology) 
and Highway Patrol (adventure) in 
various markets in the south and mid- 
west predominantly. 


“We have also found that groceries 
prefer to program during the 8-10:30 
p-m. time period in order to reach an 
adult audience and, where possible, buy 
time on Thursday nights, preceding 
the family’s week end shopping trip. 

“There is tremendous product turn- 
over in the food marketing field,” Mr. 
Kearney continued, “and supermarkets 
leave little opportunity for in-store per- 
sonnel salesmanship by clerks, etc. 
Therefore, it is essential for the food 
marketers and advertisers to relate 
television and other forms of advertis- 
ing directly to action at the point of 
sale. Sponsorship of a syndicated film 
program with a name-star or a pro- 
gram title which is both popular and 
quickly identified enables the store or 
food marketer to use in-store merchan- 
dising devices to bring the housewife 
on a beeline to the tv-advertised prod- 
uct on the shelf once she gets into the 
store. 

“Grocers and supermarkets have 
been quick to realize the effectiveness 
of television and are rapidly investing 
much of their own money as well as 
co-op funds in it. Since syndicated film 
is the best advertising vehicle for them, 
this group of advertisers is way at the 
top of the list for future film sales.” 


Syndicated Films 


ATLANTIC TELEVISION CORP. 


55/56 Feature Package 

WGN-TV_ Chicago; WxXYZ-TV __ Detroit; 

WJAC-TV Joh wn; KCMO-TV Kansas 

City: WGAL-TV Lancaster; WNHC-TV New 

Haven; WOW-TV Omaha; WJAR-TV Provi- 

ace; WHAM-TV Rochester; KAKE-TV 
chita. 


Million Dollar Feature Package 


WCHS-TV Charleston, W. Va.; KGBT Har- 
lingen; WGAL-TV Lancaster; WKRG-TV 
Mobile; WRCA-TV New York; WEAR-TV 
Pensacola; KENS-TV San Antonio; KYTV 
Springfield, Mo.; KAKE-TV Wichita. 


CBS TELEVISION FILM SALES, INC. 
Amos ’n’ Andy 
KALB-TV Alexandria, La, 

WCAX-TV Burlington, (Renewal); WBTV 
Charlotte, Duff: ott Co., Inc.; OD- 
El Paso; WATE-TV oxville, Amos '‘n’ 
Andy Buick Co., (Renewal); KSL-TV_ Salt 
Lake City; WRGB-TV Schenectady, Sara- 
toga Quevic; KSLA-TV Shreveport, Ameri- 
ean Dist. Parevenort ag (Re- 
newal); KVTV oux Cit local jewelry 
store, (Renewal); KANG- Waco. 


Gene Autry 


WCAX-TV Burlington, (Renewal); dl 
Servet, White Rock; KJEO-TV_ Fresno; 


(Renewal); 


(Renewal); W 
Portland, Me., 
newal) ; KSWS-TV Roswell; KOPO-TV Tuc- 
son, Fritos, (Renewal); WSBA-TV York. 


The Cases of Eddie Drake 

WMAR-TV Baltimore; KHAS-TV Hastings; 
WALA-TV Mobile. 

Fabian of Scotland Yard 


WBZ-TV Boston, White Creamery; WGBI- 
TV Scranton, Stegmaier Brewing; WIN-T 
Fort Wayne. 





CBS Television’s Files of Jeffrey Jones 


The Files of Jeffrey Jones 

WCAX-TV Burlington, (Renewal); KHAS- 
TV Hastings; WGTH-TV_ Hartford, Con- 
sumer Sales Co.; WALA-TV Mobile; KOSA- 


TV Odessa; KOVR-TV Stockton, (Renewal); 
WIN-T Fort Wayne. 
Life With Father 
WCAX-TV Burlington, (Renewal); KHAS- 


TV Hastings; KARK-TV Little Rock, Stiffts 
Jewelry; KOSA-TV Odessa, Texas. 


Long John Silver 


WLOS-TV Asheville; WSB-TV Atlanta; 
WRDW-TV Au WBRC-TV_ Birming- 
ham; WBTV Charlo’ tte; WDEF-TV Chatta- 
WBKB-TV Chica a. Deans Milk; 
WIL erV Columbia, S. C.; K-TV Colum- 
bus; KJEO-TV_ Fresno; WNCT-TV Green- 
ville, N. C.; WFBC-TV Greenville, S. C.; 
WHP-TV Harrisburg; WLBT-TV_ Jackson; 


WMBR-TV Jacksonville; WATE-TV Knox- 
ville; KATV Little Rock; WAVE-TV 
Louisville; WMAZ-TV Macon; WMCT-TV 
Memphis; VJ-TV Miami; WSFA-TV 


Montgomery; WLAC-TV Nashville; KOSA- 
TV essa, Texas; WSUN-TV St. Peters- 
burg; WTOC- Savannah; KING-TV 
Seattle; KAKE-TV Wichita; WSJS-TV Wins- 
ton-Salem. 


Annie Oakley 


Carnation Co., makers of Friskies Dog Food, 
sponsoring in ‘following markets: WAKR-TV 
Akron, G-TV Altoona, KGNC-TV Ama- 
rillo, WOI-TV Ames, WLW-A_ Atlanta, 
WB i WAFB-TV_ Baton 
Rouge, WNEM-TV Bay City, WNBF-TV 
Binghamton, WBRC-TV Birmingham, KBOI- 
TV Boise, WBZ-TV Boston, WBEN-TV 
Buffalo, (Renewal), WCAX-TV Burlington, 
KFVS-TV Cape Girardeau, WMT-TV Cedar 
Rapids, WCIA Champaign, WBTV_Char- 
lotte, N. C., WCHS-TV_ Charleston, W. Va., 
WBKB-TV Chicago, WLW-T Cincinnati, 
(Renewal), WXEL-TV Cleveland, KKTV 
Colorado Springs, WTVN-TV Columbus, 
(Renewal), WOC-TV Davenport, Conti- 
nental Baking-Wonder Bread, (Renewal), 
WLW-D Dayton, KBTV Denver, WTVD 
Durham, KROD-TV El Paso, WICU- 
TV Erie, KVAL-TV Eugene, WDAY-TV 
Fargo, WIN-T Ft. Wayne, KFJZ-TV_ Ft 
Worth, WFRV-TV Green Bay, WGTH-TV 
Hartford, KPRC-TV Houston, WFBM-TV 
Indianapolis, (& Canada Dry Ginger Ale— 
Renewal), WMBR-TV Jacksonville, WJAC-TV 
Johnstown, WKZO-TV Kalamazoo, (Re- 
newal), WATE Knoxville, WGAL-TV Lancas- 
ter, WJIM-TV caneing, Ee KOLN-TV Lincoln, 
KTTV Los Angeles, HAS-TV Louisville, 
WMAZ-TV Macon, WHBQ-TV Memphis, 
WTVJ Miami, WISN-TV Milwaukee, a, Tr 
eapolis, (Renewal), TV 
Nashville, C-TV New Haven, WDsv- -TV 
New Orleans, WTAR-TV Norfolk, (& Conti- 
nental Baking—Renewal), KWTV_ Oklahoma 
City, WOW- maha, (Renewal), WEEK- 
TV Peoria, WCAU-TV Philadelphia, KPHO- 
TV Phoenix, (& Carnation Fresh Milk), 
KOAM-TV Pittsburg, Kan., KDKA-TV 
Pittsburgh, WCSH-TV Portland, Me., KOIN- 
TV Portland, Ore., WJAR-TV Providence, 
WTVR Richmond, (Renewal), LS-T 
Roanoke, WREX-TV Rockford, Ill., KCCC- 
TV Sacramento, KFEQ-TV_ St. Joseph, 
KSD-TV St. Louis, (Renewal), WFLA- 
Tampa, KSBW-TV Salinas, KSL-TV_ Salt 
Lake City, KENS-TV San Antonio, KFMB- 
TV San Diego, KGO-TV San Francisco, 
KVEC-TV San Luis Obispo, WRGB Schenec- 
tady, WGBI-TV Scranton, KING-TV Seattle, 
VTV Sioux City, 
nd, KXLY-TV Spokane, 
WHYN- TV Springfield, Mass., WICS Spring- 
field, Ill., Springfield, Mo., KOVR 
Stockton, THEN- TV Syracuse, (Renewal), 
WTHI-TV Terre Haute, (Renewal), WSPD- 
TV Toledo, WIBW-TV Topeka, KTVX Tulsa, 
WATR-TV Waterbury, WTRF-TV Wh 
KAKE-TV_ Wichita, KWFT-TV Wichita 
Falls, WPFH Wilmington, WKTV Utica, 
KIMA-TV Yakima, WKBN-TV Youngstown. 


(Continued on page 60) 


November 1955, Television Age 











FORMIDABLE! 


...is the word for Inspector Fabian of Scotland 
Yard (played by Bruce Seton), who has faced and 


foiled many a desperado in his career. 


Equally formidable is the new syndicated film 
series, Fabian of Scotland Yard, which dramatizes 
Fabian’s most exciting cases ...and piles up big 
viewing audiences wherever it runs. Top-rated in 
its time period in such areas as Detroit, Salt Lake 
City, Syracuse and Milwaukee,* it became the 
highest-rated syndicated film series in Milwaukee 


television within the space of four months! 


And in Ontario, where Inspector Fabian himself 
made a thirty-day speaking tour for his sponsor 
(he’ll do the same for you, if you like!), Molson’s 
Brewery chortled: “He greatly stimulated our sales. 
His appearance was nothing less than a personal 


triumph, from which we derived full benefit !”’ 


Fabian of Scotland Yard—which Radio-Television 
Daily reviewed as “far superior’’—can help you 
unravel your knottiest sales problems. To get down 


to cases, call us for details and a private eyeful. 


CBS TELEVISION FILM SALES, INC. 


New York, Chicago, Los Angeles, San Francisco, Dallas, Atlanta, 
Boston, Detroit, St. Louis. In Canada: S.W. Caldwell, Ltd. 


*Latest Telepulse 














In the SPOTlight 


current productions making 
sales records 





Agency: Young & Rubicam, Inc., 
New York City, New York 


Client: Life Magazine 





Agency: Seciianes, John & Adams, 
Inc. 
New York City, New York 


Client: Pontiac 





Agency: N. W. Ayer & Co., Inc. 
New York City, New York 


Client: Plymouth—Push Button 


ee if 


' inc. } 





Ke 


1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 





| Tucson, 
| Waterloo, Ia., Carnation Fresh Milk; 


| ies; 


Film Sales (Coned from 57) 


KFVS-TV Ca eee, Grocers Baking 
Co.; KHAS- Hastings; WKZO-TV_Kala- 
mazoo, New Era Pota ‘o Chips; KARK-TV 
Little Rock, Coleman Dair (Renewal) ; 

KTRE-TV Lufkin; WDSU-T ‘New Orleans, 
McKenzie Pastry, (Renewal); KSLA-TV 
Shreveport, Continental Bee KOPO-TV 
Carnation Fresh Milk; KWWL-TV 
KWFT- 
Carnation Fresh Milk, 





TV Wichita Falls, 
(Renewal). 


Range Rider 


WBZ-TV Boston, (Renewal); WCAX-TV 
Burlington, Prince Macaroni, (Renewal); 
WOOD-TV Grand Rapids; Michigan Baker- 
KHAS-TV Hastings; WSIX-TV Nash- 
ville; WKNB-TV New Britain, Martin-Rosol, 
Inc., (Renewal); KXLY-TV Spokane, Car- 
nation Milk, (Renewal). 


San Francisco Beat 


W-TWO Bangor, United Trading Stamps 
Co.; WTTV-TV Bloomington; WH 
risburg; KHAS-TV Hastings; 
Indianapolis, Ables Auto Sales; 
dessa, Texas; KSWS-TV Roswell; 
TV ne. Mass.; KANG-TV Waco; 
WIN-T Ft. Wayne. 


The Whistler 


KVOS-TV Bellingham; WCAX-TV Burling- 
ton, (Renewal) ; AS-TV Hastings; KTVH- 
TV Hutchinson, J. S. Dillon & Sons; WSM-TV 
Nashville; American Ace Coffee Co. & Hester 
Battery Co., (Renewal); KOSA-TV Odessa, 
ante KOIN-TV Portland, Ore., LA Soa ap 

Co.; KRON-TV San Francisco, Signal Oil 
& Anais | ome 4 (White King), (Renewal); 
KIN tle, Signal Oil, (Renewal); 
KHO-TV v S kane, Signal Oil, (Renewal) ; 
WIN-T Ft ayne. 


GENERAL TELERADIO, INC. 
17 Feature Films 


WROW-TV peng N. Y.; WMAR-TV Bal- 
timore; WAFB-TV Baton Rouge; WNEM-TV 
Bay City; CKLW-TV Detroit; WGTH-TV 
Hartford; KHOL-TV Holdrege: 
Honolulu; WLBT Jackson; WMAZ 
con; WNHC-TV New Haven; 
Omaha; WEAR-TV Pensacola; 

Bluff; WTVO ~~ “orm WGBI-TV Scranton; 

KOMO-TV Seattle. 


30 Feature Films 


WNEM-TV a. City; KFXJ-TV Grand 
Junction; WMAZ-TV Macon; WABC-TV 
New York; WEAR-TV Pensacola: KATV 


Pine Bluff; KLIX-TV Twin Falls; WCNY-TV 
Watertown, N. Y. 


INTERNATIONAL NEWS SERVICE 
Telenews Weekly 

WJBK-TV Detroit; KMID-TV Midland. 
This Week in Sports 
WOOD-TV Grand Rapids, 
Shoe Co.; WGVL Greenville, S. C., General 
Tire & Rubber Co.; KLAS-TV Las Vegas; 


WGBS-TV Miami, General Tire & Rubber 
Co.; WJIMR-TV New Orleans. 


Holland Racine 
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INTERSTATE TELEVISION CORP. 
Amazing Tales of 
Hans Christian Andersen 


WFAA-TV Dallas; WFMY-TV Greensboro, 
WATE-TV Knoxville; WTAR-TV 
Norfoli. 


Ethel Barrymore Theater 

WMT-TV Cedar ae WFMY-TV Greens- 
boro; C- New Haven. 

Adventures of Blinkey 

KHOL-TV Holdrege, New: KGLO-TV Mason 
City, Iowa. 

Little Rascal Comedies 


KTBC-TV_ Austin; WRBL-TV Columbus, 


Ga.; KSFA-TV Fort Smith; KHOL-TV 
Holdrege, Peo KTVO Kirksville, Mo.; 
WMAZ-TV M Richmond; KELO- 


TV Sioux Falls: "WIBW- TV Topeka; KANG- 
TV Waco. 
| 


| NBC FILM DIVISION 
Badge 714 A 

KRDO-TV ng a Seteas: 
burgh; WNOW-TV 

Badge 714 B 

KFVS-TV Cape Girardeau, Manhattan Cof- 
fee; WLW-T Cincinnati; WSVA-TV Harri- 
sonburg, Va., Gunther Beer; KOLN-TV 


Lincoln; WIIG Pittsburgh; KNTV San Jose, 
Calif., Union Furniture: KLTV Tyler. 


WIIC Pitts- 





NBC Film’s The Life of Riley 


Badge 714 C 


ewus- TV Bellingham; WDAK-TV Colum- 
bu Ga.; KRDO-TV Colorado Springs; 
KFEL- TV Denver; WWJ-TV Detroit, Ford 
Dealers; KIEM-TV Eureka’, 


Bernie Ander- 
son; WBAP-TV Ft. 


Worth; KID-TV Idaho 
Falls, Scowcroft & Sons; KVAR Phoenix; 
KCCC-TV Sacramento; KTVT Salt Lake 
City; KING-TV Seattle; WHYN-TV Spring- 
field, Mass.; KEDD Wichita, Kan. 

*Sold directly to agency. 
Captured 

WTVN-TV Columbus, Ohio. 
Dangerous Assignment 
WTVN-TV Columbus, Ohio; 
Youngstown. 

The Falcon 

WKRC-TV Cincinnati, Bavarian Beer; WFIE- 
TV Evansville; WJIM-TV Lansing, Gruen 
Watch Co.; WKRG-TV Mobile; WHIZ-TV 
Zanesville, Bavarian Beer. 

The Great Gildersleeve 

KTEN-TV Ada, Cardinal Food Stores; 
WBAL-TV _ Baltimore, Keebler Biscuit; 
WBAL-TV Baltimore, Keutze Meats; WNBQ 
Chicago; KGEO-TV Enid; WKRG-TV Mo- 
bile; W. C-TV New Haven, Ronzoni Maca- 
roni; KELO-TV Sioux Falls; KCEN-TV 
Temple; KVOO-TV Tulsa; WHIZ-TV Zanes- 
ville, Bavarian Beer. 

His Honor, Homer Bell 

WKRC-TV _ _=_ Cincinnati, Bavarian Beer; 
WTVN-TV Columbus, Ohio, Bavarian Beer; 
WHIO-TV Dayton, Bavarian Beer; KVAL- 
TV Eugene; KGUL-TV Houston; WKRG-TV 
Mobile; KCEN-TV Temple; WHIZ-TV Zanes- 
ville, Bavarian Beer. 

Hopalong Cassidy—Half Hour A 
WBAP-TV Ft. Worth; KBES-TV Medford, 
Jorgensen Dairy; WMCT Memphis; WILK- 
TV Wilkes-Barre. 

Hopalong Cassidy—Half Hour B 
KBES-TV Medford, Jorgensen Dairy; WMCT 
Memphis; WILK-TV ilkes-Barre; KRGV- 
TV Weslaco. 

Hopalong Cassidy—Hour 

WTPA Harrisburg; WMCT Memphis. 
Inner Sanctum 


WTVH-TV Columbus; WFIE-TV Evansville, 
WKAQ-TV San Juan, P. R., Block Drugs 


Life of Riley A 

WSAU-TV Wausau. 

Life of Riley C 

KTSM-TV El Paso; KGEO-TV Enid; KLIX- 
TV Twin Falls. 

Life of Riley D 

KTSM-TV El Paso; KFXJ-TV Grand Junc- 


tion, Pacific Gamble; KCMO-TV Kansas 
City, Thriftway Stores. 


Paragon Playhouse 

WKRG-TV Mobile; KTXL-TV San Angelo, 
Gruen Watch Co. 

ee Donovan, Western Marshal 


RC-TV Cincinnati, Bavarian Beer; 
WIVN. TV Columbus, Bavarian Beer; WHIO- 
TV Dayton, Bavarian Beer; KGEO-TV Enid; 
WMCT Memphis; WKRG-TV Mobile; KTXL- 
TV San Angelo; KCEN-TV Temple; WHIZ- 
TV Zanesville, Bavarian Beer. 


Victory at Sea 
WTVN-TV __Columbus; 


WKBN-TV 


WHIO-TV Dayton, 


Bavarian Beer; KGEO-TV Enid; WTPA 
Harrisburg, Blue Cross; KFSD-TV San 
iego. 

The Visitor 


WTYN-TV Columbus; KGEO-TV Enid. 











All-Star Theatre 


Screen Gems’ 


WALTER SCHWIMMER 
PRODUCTIONS, INC. 


Championship Bowling 


Bismarck; WBNS-TV Columbus, Carling’s 
Black Label Beer; nan agg Fargo; KFBB- 


TV Great Falls, Hamm’s Beer: WXIX Mil- 
waukee; KCJB-TV Minot; KOTA-TV Rapid 
City, Hamm’s Beer; uy Sioux City, 


Hamm’s Beer; WSPD-TV Toledo, Carling’s 
Black Label Beer; KWWL-TV Waterloo; 
WTRF-TV Wheeling, August Wagner Brew- 
ery; WPFH Wilmington, Bowling oprietors 
Assoc.: WKBN-TV Youngstown, arling’s 
Black Label Beer. 


Eddy Arnold Time 


KXJB-TV Fargo, John Deere Tractors; 
KNXT Los Angeles, Auto Dealer; Mobile, 
Martha White Flour; WTVT Tampa, First 
National Bank; KWWL-TV Waterloo, John 
Deere Tractors. 

Busch Packing Co. sponsoring in following 
markets: Atlanta, Birmingham, Knoxville, 
WMCT Memphis, WSM-TV Nashville. 


SCREEN GEMS, INC. 
All-Star Theater 


KRBC-TV Abilene; WBBM-TV Chicago; 
WNCT Greenville, N. C., Harrington Mfg. 
Co.; WCCO-TV Minneapolis, Zinsmoster 
Baking; WNHC-TV New Haven; KGO-TV 
San Francisco; KCMC-TV Texarkana; 
WMAL-TV Washington, D. C.; WITN Wash- 
ington, N. C. 


Big Playback 
—_.* New Haven; WITN Washington, 


Celebrity Playhouse 


KRBC-TV Abilene; Detroit, Stroh’s Beer; 
Green Bay, Blatz Beer; KNXT Los Angeles, 
Procter & Gamble; Madison. Blatz Beer; 
Milwaukee, Blatz Beer; KUTV Salt Lake 
City Kennecott Copper; KOMO-TV Sea tie, 
Brown & ec Ad Co. & Fisher Flouring 
Mills; KCMC- Texarkana; WCTV Thom- 
asville, Ga. 

Standard Oil of Texas sponsoring in follow- 


ing markets: Auquerdue El Paso, Lub- 
bock, Midland, Roswell , San Angelo, 
Tex. 

Jungle Jim 


WALB-TV Albany, Ga., Coca Cola Bottling 
Co.; KOB-TV Albuquerque; KGNC-TV 
Amarillo, Lanes Ice Cream Co.; KBOI-TV 
Bosie; WBZ-TV Soni WFAA-TV Dallas; 
KBTV Denver; WXYZ-TV Detroit; KVAL- 
TV Eugene, Coca ola Bottlin, 
Eugene; KGMB-TV Honolulu; KA 

KTTV Los Angeles; WSM-TV Nash- 
WRCA-TV New York; KPHO-TV 
Phoenix; KFSD-TV San Diego; San Jose; 
Salt Lake City; KGO-TV San Francisco, 
Gallenkamp Shoes; KOMO-TV Seattle: 
WCTV Thomasville, Ga., Jitney Jungle Food 
Stores; KRGV-TV Weslaco. 


Tales of the Texas Rangers 
KJEO-TV Fresno. 


Top Plays of 1955 


KRBC-TV Abilene; KIDO-TV Boise; KLRJ- 
TV Las Vegas; NHC-TV New Haven; 
‘exarkana; WMAL-TV Wash- 


STERLING TELEVISION CO. 

Beat the Experts 

KTRK-TV Houston, Shirt-Craft Co. 
Child Guidance Clinic 

WSUN-TV St. Petersburg, Psychology Films 
Invitation Playhouse 

KRBC-TV Austin, 3 Dairy Maid Drive Ins, 
(Renewal); WBTV Charlotte, N. C., Schwam 
Motor Sales Co. 

Little Theatre 

WNBK Cleveland, Monarch Wine & Rayco 
Auto Seat Covers; KRON-TV San Francisco. 
4 Wheel Brake. 

Movie Museum 

WNBK Cleveland, Blaushield Motor Sales 
Corp. 











Tales of Tomorrow 

WEHT Henderson, Hotpoint. 

World We Live In 

KARK-TV Little Rock, Jr. League of Little 
Rock. 


UNITED WORLD FILMS, INC. 

Going Places 

KFAR-TV Fairbanks. 

Headlines on Parade 

WPTZ Philadelphia. 

Sportscholar 

WDEF-TV Chattanooga; KSL-TV Salt Lake 
ity. 


Stranger Than Fiction 


WXYZ-TV Detroit; 
S. C.; WPTZ Philadelphia; 
Francisco. 


KRON-TV San 


(Continued on page 62) 








ACCURACY 


This word, in film processing, is a very important 
word indeed. 


People tell you that one film processing job 


is as good as another, and what the heck, what's the 


measure of accuracy, anyway? 


Well. To answer that one would take a very long time. 


Suffice it to say here that it’s summed up in 

all the operations of a processing job, where even 
the smallest details are of great importance. 

It shows everywhere, and it positively shines when 
the film appears on the screen. 


What we're talking about, of course, are the people 
and the operations at Precision Film Laboratories. 
Here attention to detail, sound, proven techniques 
are applied by skilled, expert technicians to 

assure you the accurate, exact processing your films 
deserve to justify your best production efforts. 


Accuracy is a must for TV —for industrials —for 
education—for all movies. 


eae a diet 





Frum 
21 West 46th Street, 


in everything, there 


BAERS) 7 + 


LABORATORIES, tn ce 
New York 36, New York 


A DIVISION OF J A MAURER INC 


is one best .. .in tilm processing, it's Precision 
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Film Sales (Con’d jrom 61) 
Film Commercials 


ACADEMY PICTURES, INC., N. Y. 
Completed: U. S. Steel Corp., Steel Prod- 
ucts, BBD&O; California ine Advisory 
Board, Wines, Roy S. Durstine; Revlon 
Products Corp., Cosmetics, Norman Craig & 
Kummel; Standard Brands, Inc., Royal 
Gelatin, Ted Bates; te eae Co., Motors, 
J. Walter ae: ress Cigar Co., 
La Palina ars, My raig & Kummel; 
General rooke G Corp., Instant Sanka Coffee, 
Y&R; Rheingold Brewing Co., Beer, Foote. 
Cone & Belding; Delco-Remy Division of 
General Motors, Delco Batteries, Campbell- 
Ewald; Gulf Oil Corp., Gulfpri de, Y&R. 
In Production: General Foods Corp., Post 
sneer Crisp, B&B; Nestle Co., Inc., Quik, 
McCann - Erickson; Amana Refrigeration, 
Amana-Matic, Maur ry: Lee & Marshall; 
Lorillard Co., Old Gold Cigarettes, Lennen 
Newell; Armstrong, Cork Co., Cork, 
BD&O: Gillette Co azors, Maxon; Ply- 
9 Div. of Chrysler Corp., Plymouth 
Used Cars, N. W. Ayer; Gulf Oil Corp., Oil, 
Y&R; Hudson Pulp & Paper Corp., Napkins, 
Biow-Beirn-Toigo; Sylvania Electric Prod- 
ucts, Inc., TV, J. Walter Thompson; Beech- 
Nut Packing ‘Co., Gum, K&E; Ford Motor 
Co., Cars, J. Walter Thompson; Hills Bros. 
Coffee, Inc., Coffee, N. W. Ayer; General 
Baking Co., Bond Bread, BBD&O: Gulf Oil 
Corp., Piston, Y&R. 


AMERICAN FILM PRODUCERS 
Completed: Duff Cake Mix Corp., Low 
Calorie Cake Mixes, Doherty, Clifford, Steers 
& Shenfield. 


ATV FILM PRODUCTIONS, INC. 
Completed: Standard Brands, Inc., Instant 
Tenderleaf Tea, Compton; Procter & Gamble 
Co., Ivory Soap, Ivory Flakes, Dash, Drene, 
Duz, Compton; Standard Brands, Inc., Blue 
Bonnet Margarine, Ted Bates & Co.; Reming- 
ton Rand, Inc., Portables, Compton; National 
Broadcasting Co., Inc., Promotion; Avco 
Mfg. Corp., Crosley-TV, Compton. 
In Production: Avco Mfg. Corp., Crosley- 
TV_ Compton; Procter & Gamble Co., Tide, 
; Procter & Gamble Co., Drene, Crisco. 
Ivory Soap, Dash, Duz, Gleem, Ivory Flakes, 
Compton; The Gillette Co., Promotion. 
Maxon; Standard Brands, Inc., Royal Pud- 
dings, ‘Ted Bates; Sterling Drug, ‘Inc., In- 
stantine, Fizrin, Haley’s Aspirin, Compton: 
Standard Brands, Inc., Instant 'Tenderleaf 
Tea, Compton; Remington Rand, Inc., Porta- 
bles, Compton. 


WNCT PRIMARY CBS AFF 





‘CT 7-7-7:0211(-ae » Pa OP 


316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat‘! Rep. 
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Chad Associates spot for Gillette 


GEORGE BLAKE ENTERPRISES 
Completed: Piel Bros., Beer, Y&R; Ameri- 
ean Oil Co., Amoco Super Permalube, 
Joseph Katz; General Foods Corp., Post 
Grape Nut Flakes, B&B; General Mills, Inc., 
Cheerios, D-F-S; Standard Brands, Inc.. 
Hunt’s Dog Food, Ted Bates; Armstrong 
Cork Co., Linoleum, BBD&O. 


In Production: General Cigar Co., White 
Owls & Robert Burns, Y&R; General Electric 
Co., Institutional GE, BBD&O; U. S. To- 
bacco Co., Encore Cigarettes, Kudner; 
Delco- -Remy Div. of General Motors Corp., 

Delco Batteries, Campbell-Ewald; Ford 
Motor Co., Trucks, J. Walter Thompson: 
American Home Products Corp., Anacin, 
Heet, Neet, Biow-Beirn-Toigo; American 
Home Products Corp., Bi-so-dol Mints, 
SSC&B; The Toni Co., a Div. of The Gillette 
Co., Toni, Weiss & Geller; General Foods 
Corp., Sanka, Jello, Y&R. 


CHAD ASSOCIATES, INC. 

Completed: The Gillette Co., Razors, Maxon; 
General Electric Co., Television Sets, Maxon; 
Esso Standard Oil Co., Gasoline, Marschalk 
& Pratt; Bulova Watch Co., Watches, Mc- 
Cann- Erickson: The Atlantic Refining Co.. 
Gasoline, N. Ayer; Paper-Mate Co., Inc., 
Refills, AY Cone & Belding. 


In Production: Packard Motor Car Div. of 
Studebaker-Packard Corp., R&R; Peter 
Paul, Inc., Mounds, D-F-S; American Chicle 
Co. (Canada), Chiclets, Baker; General 
Foods Corp. (Canada), Jello, Baker; The 
Nestle Co., Inc., Candy Bars, McCann-Erick- 
son; Waterman Pen Co., Inc., Fountain Pens, 
Fletcher D. Richards. 


GOLDSWAN PRODUCTIONS 
(Sound Tracks Only) 


Bond Bread, BBD&O; Olin Batteries, D'Arcy; 
Sunbeam Appliances, Perrin-Paus. 


KLING FILM PRODUCTIONS 

Completed: American — Association, 
Milk, Campbell-Mithun; nson Motors, 
Div. of Outboard Marine & Mfg. Co., Motors; 
Curtiss Candy Co., Baby Ruth & Butterfin- 
gers, C. L. Miller; The Procter & Gamble 
Co., Lava Soap, Leo Burnett; B. & B. Enter- 
prises, Inc., TV Time Popcorn, R&R; Nutrena 
Mills, Inc., g Food, Bruce _ Brewer; 
Armour & Co., Cloverbloom Margarine, John 
W. Shaw; Skelly Oil Co., Bruce Brewer; 
Community Chest, McCann-Erickson; The 
Quaker Oats Co., Aunt Jemima Corn Bread, 
John W. Shaw; First Federal Bank, Camp- 
bell-Mithun; Hamilton-Beach Co., Div. of 
Scovill Mfg. y 
Atlas Stores, Sylvester 
Miles Laboratories, Inc., Nervine, Geoffrey 
Wade; The Lavoris Co., Mouth ash, Sav- 
age- -Lewis; Ehlers Buick Co., Robert J 
met Dormeyer Corp., Appliances, John 

aw. 


LALLEY & LOVE, INC. 

Completed: J. A. Folger & Co., Instant 
Coffee, Cunningham & Walsh; Westinghouse 
Electric Corp., Toasters, McCann-Erickson: 
Columbia Records, Inc., Records, McCann- 
Erickson; The Nestle Co., Inc., Instant Cof- 
fee, McCann-Erickson. 


SARRA, INC. 

Completed: Ciba Pharmaceutical Products. 
Inc., J. Walter Thompson; Wesson Oil & 
Snowdrift Sales Co., Wesson Oil, FitzGerald; 
Frisch's Restaurants, Inc., Big Boy Ham- 
burgers, Rollman; Cook Paint & Varnish 
Co., Paint, R. J. Potts-Calkins & Holden; 
Pet Milk Co., Evaporated Milk & Instant 
Nonfat Dry Milk; The Gillette Co., Safety 
Razors, Maxon; The Seven- Up Co., J. Walter 
Thompson. 


SCREEN GEMS, INC. 


Completed: Alfred D. McKelvey Co., Sea- 


forth Toiletries, BBD&O; Radio Corporation 
of America, Vaughn Monroe, K&E. 

In Production: Columbia Pictures Corp., 
Footsteps in the Fo FE ge Busch, Inc.., 
Budweiser Spec. Arey: oceans Pic- 
tures Corp., y Siste ileen 


TRANSFILM, INC. 


Completed: General Mills, Inc., Betty 
Crocker Cake Mixes, BBD&O; Procter & 
Gamble Co., Tide & Camay Soap, B&B; 


Colgate-Palmolive Co., Brisk Toothpaste, 
Wm. Esty; The Coca-Cola Co., Wm. Esty; 
Aluminum Co. of America, Show Opening. 
Fuller, Smith & Ross; P. Lorillard Co., Old 
Gold Cigarettes, Lennen & Newell; General 
Motors Corp., Pontiac Automobile, Mac- 
Manus, John & Adams; General Electric 
Co., TV Sets, Maxon; Robert Hall Clothes, 
Frank Sawdon; Colgate-Palmolive Co.. 
Lustre Net & Deodorant Soap, Lennen & 
Newell; General Foods Corp., Gaines Dog 
Food, B&B; ver Bros. Co., Spry, Foote. 
Cone & Belding; Warner-Hudnut, Inc., End 
Curl Permanent, K&E; R. J. Reynolds To- 
bacco Co., Camel Cigarettes, Wm. Esty. 


UNITED WORLD FILMS, INC. 
Completed: The Toni Co., Div. of the 
Gillette Co., VIV Lipstick, Leo Burnett; 
De Soto Div., Chrysler Corp., De Soto, 
BBD&O; Procter & Gamble Co., Spic & Span, 
Biow-Beirn-Toigo; 5 Day Laboratories, 5 
Day Deodorant, Grey; Pepsi-Cola Co., Biow- 
Beirn-Toigo; Philip Morris & Co., Ltd., Inc., 
Marlboro, Leo Burnett; Lever Bros. Co.. 
Lux, J. Walter Thompson; Procter & Gamble 
Co., Joy, Leo Burnett; Philip Morris & Co., 
Ltd., Inc., Philip Morris, Biow-Beirn-Toigo; 
E. I. Du Pont de Nemours & Co., Inc., Du 
Pont Anti-Freeze, BBD&O; The Coca-Cola 
Co., D'Arcy; Campbell Soup Co., Leo Bur- 
nett; The Toni Co., Div. of the Gillette Co., 
Toni Soft Touch, Leo Burnett. 


UPA 

Completed: Chevrolet Motor Div., General 
Motors Corp., Cars, Campbell-Ewald; Proc- 
ter & Gamble Co., Pin-It, Drene, Dreft. 
Compton; “42” Products, Ltd., Kings Men & 
42 Products, Adcoa. 

In Production: Safeway Stores, Inc., Lu- 
cerne Milk, J. Walter Thompson. 


VIDEO PICTURES, INC. 

Completed: Anson, Inc., Jewelry, Grey; 
Dr. Caldwell’s Senna Laxative, Carl 
Brown; The American Tobacco Co., Tarey- 
ton Cigarettes, M. H. Hackett; Oldsmobile 
Div., eneral Motors Corp., ‘Cars, D. P. 
Brother; Dannon Milk Products, Inc., 
Yogurt, Zlowe; Turn-A-Bed, Lewis. 


In Production: The Simoniz Co., Floor Wax, 
— The Gruen Watch Co., Watches, 
rey. 


. or 
“What I like about Tv AGE is 


that it is all television. No wad- 
ing through extraneous matter 
to read the information I want.” 


JOSEPH LINCOLN 
Young & Rubicam 
New York 
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Willy Wood* 


Five years ago, when General 
Manager Willard Schroeder 
moved to Grandwood Broadcast- 
ing Co. and station woop Grand 
Rapids, he started casting around 
for a device to give the station a 
personality trademark. A wood- 
pecker, considering the call let- 
ters, seemed an obvious choice. 

“Willy Wood,” as he quickly 
became known, must convey 
alertness, savoir faire— and ap- 
pear to be mischievous, the pos- 


WOODTV 2 





sessor of a good sense of humor. 
Some preliminary sketches were 
obtained in New York. They 
failed to convey the idea. The 
Walter Lantz Studios in Holly- 
wood were contacted. They were 
willing to let woop use the Lantz 
woodpecker but insisted on a 
“per use” fee that seemed prohib- 
itive. Finally a local artist, Harry 
Wesslund, tried. After a prelimin- 
ary sketch or two and repeated 
briefings by Mr. Schroeder he 
came up with the mischievous, 
likable bird who quickly became 
Willy Wood. 


In radio Willy Wood was used 
in printed promotion, but he 
really came into his own with 
television. Artist Wesslund has 
drawn him engaging in innumer- 
able activities. He is used on near- 
ly every station ID, on letter- 
heads, billboards and in trade 
paper and direct mail promotion- 
al material. Burr Tillstrom’s 
brother, Dick, lives in Grand 
Rapids and, since he is as accom- 
plished as Burr, he is the voice of 
Woody Wood whenever he is 


used on the air. 


* One of a series 
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Now 
Celebrating 
Our 25th 
Anniversary 


For Color it’s 


MOVIELAB FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 
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Florida Citrus Commission 


and its agency, 
Benton & Bowles, Inc., 


are Sold on Spot as a 


basic advertising medium 


Oem yeu 


A Ale A Ap Sp iy Sle Si ae Sale a: a yp 
<6 6 . a 4 8 ee 


Commission puts more than 50% of its advertising budget into | 


Spot Television. The use of day and night Spot in seasonal 
drives provides them with flexibility, economy and impact in 


selected mass audience markets. 


Spot Television and Spot Radio can sell for you, too... 


| 


To move Florida fruit, processed or fresh, the Florida Citrus ‘ 
d 
fe 


whatever your product, whatever your desired audience group. | , 





An NBC Spot Sales Representative will show you how Spot can 


deliver your sales messages in twelve major markets, accounting 


for 45% of the nation’s retail sales. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 
Chicago, Detroit, Cleveland, San Francisco, Los Angeles, Charlotte*, 








Atlanta*, Dallas* *Bomar Lowrance Associates 





From left to right, above, TOM SWANN, Chairman 
Advertising Committee, MARVIN H. WALKER, Vice 
Chairman, PAUL S. PATTERSON, Director of Advertising, 
Florida Citrus Commission; (back to camera), HARRY 
warreEN, Vice President, Benton & Bowles, in charge 
Florida operations; and ROBERT C. WOOTEN, Chairman, 
Florida Citrus Commission. 


representing radio stations: 


wmagQ Chicago, KNBC San Francisco, ksp St. Louis, wre W ash 
ington, D. C., wram Cleveland, komo Seattle, WAVE Louisville 
Kcu Honolulu, Hawaii, wrca New York and the NBC WESTERN 
RADIO NETWORK 


representing television stations: 


KONA-TV Honolulu, Hawaii, wrca-trv New York, wneq Chi- 
cago, KRCA Los Angeles, ksp-tTV St. Louis, wrc-rv Washington, 
D.C., WNBK Cleveland, komo-Tv Seattle, kpTv Portland, Ore., 
WAVE-TV Louisville, wrceB Schenectady-Albany-Troy. 
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Day time (Cont'd from page 43) 
This has led national adver- 


tisers to invest in a number of pro- 


many 


gram participations — plus spot — in- 
stead of putting their whole stake into 
a single show, as they did in radio. 
Having thus changed their thinking 
from strong show-sponsor identifica- 
tion, these advertisers are now ad- 
vocating “emphasis by repetition.” 
That, of course, means saturation. 
Says another expert in the tv sales 
And 


now daytime spot offers a medium for 


field, “Radio meani saturation. 


the same kind of saturation on tv.” 
Maxwell House is one of the leaders 
who has already latched onto the tech- 
nique, with a schedule of 700 an- 


nouncements on 70 stations weekly. 
Daytime Rates Low 


‘This has become possible, of course, 
because of the daytime rate structure. 
Not only are daytime spots priced low. 
but, importantly, they promise to con- 
tinue with the same rate cards for 
awhile. Although nighttime rates have 
steadily continued to spiral upward, 
daytime’s have remained stable and. 
in addition, have usually been com- 
plemented with new sales plans. 

Perhaps the first of these was the 
12-plan, introduced by CBS Spot Sales 


Serving prosperous eastern N. C. 
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way back in 1952. The delight of the 
plan was its simplicity: By signing 
for a minimum of 12 spot announce- 
ments per week, the advertiser was 
assured a 45-per cent discount. The 
concept proved so successful that it’s 
since been widely used as a model by 
the industry. 

Almost every station rep can now 
offer comparable packages in which 
minimum buys earn attractive dis- 
counts. As a result of these sales pro- 
grams, business has bristled even more 
for many stations. One in New York, 
for example, currently has 32 different 
advertisers using its 12-plan and an- 
other 16 companies, its 6-plan. 

One station representative, which 
handles national business for more 
than 30 stations, reports a remarkable 
upswing in daytime billings, largely 
because of its sales plan: This year, 
the average volume for the usually 
slow June, as compared with generally 
brisk March, showed an extraordinary 
59 per cent increase. 

And much of the new business is 
coming from new-to-television clients. 
One group of 12 stations has attracted 
a total of 114 new advertisers in re- 
cent weeks. 

“It’s almost impossible to find a 20- 
second daytime spot on our stations,” 
another rep says. With nighttime ID’s 
sold out, he reports daytime ID’s are 
now receiving the sales emphasis. 

Very importantly, the improvement 
in network daytime programming has 
been a marked aid in stepping up spot 
activity. “Daytime is going to stay 
good,” as an important timebuyer ob- 
serves, “especially if network pro- 
gramming stays on its current high 
level.” 


More Morning Viewers 


NBC.TV, needless to say, has tuned 
on an enormous number of tv sets in 
the morning with its Today and Home 
programs. Their formats have not only 
hypoed sales of adjacencies, but have 
also lifted the quality of locally orig- 
inated service shows, an important 
programming area since practically 


every station in the country has at 


least one. (One representative, who 
lists 30-some stations, offers participa- 
tions in well over 50 women’s pro- 


grams.) 


Daytime Success 


A one-time participation two 
years ago by the then-very-small 
Fabric Center in Sioux City 
pointed the way to a sales ex- 
pansion which is still going on. 
In November 1953 Ike Zale and 
his partner, Sam Epstein, owners 
of the specialty shop, bought a 
$30 participation in the Jan Voss 
program on KVTV Sioux City. 
Results were so pleasing that they 
soon bought their own live pro- 
gram, /t’s Fun to Sew, with KVTV’s 
homemaker personality, Jan Voss, 
as hostess. Program is scheduled 
twice a week (10:45-11 a.m.) at 
a cost to the sponsor of $152 
weekly. As dealers for Necchi- 
Elna sewing machines the little 
store was awarded one of the top 
25 national prizes in 1954, after 
six months on tv. This year, as 





one of the top 15 dealers in sales 
increases they won a new auto- 
Sales in 1955 were 250 
per cent above those last year. 
Mr. Zale credits television with 
the growth. He and his partner 
have just opened two new branch 
stores and are planning other 
branches soon. 


mobile. 





On the other hand, some people 
argue that the service program has 
already run its course. Their consensus 
is, “When a woman comes out of her 
kitchen, she doesn’t want to go right 
back in — even if it’s somebody else’s 
kitchen on television.” This group 
points to the “quiz, soaper and talk 
shows” on CBS Television as an ex- 
ample of what the housewife wants. 

More than one timebuyer feels, how- 
ever, that it’s only a matter of time 
before the implied disparity in the 
network daytime race is “evened up.” 

And now ABC-TV will become a 
daytime competitor when it inaugurates 
its 3-5 p.m. period across the board 
shortly after the first of the year. Since 
ABC now has 


Mickey Mouse Club as its only day- 


the late afternoon 


time entry, it’s interesting that the 
network’s first step toward expansion 
(Continued on page 113) 
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The (Maeic [vee isa 
program which re-creates the fairy 
stories loved through the ages. 
In presenting it WWDSU-TV renders 
real service to a large 


New Orleans audience. 


(Latest Pulse Rating: 25) 























The New Orleans TV audience has shown 
by its warm response that WDSU-TV's unsponsored 


programs not only fulfill a station's public 


responsibility, but satisty a public need. 


That is why the ,¢ \ laeic Lvce 


is not for sale. 











NBC News (Contd from 49) 


plane that had brought them. The plane 
took off for Santiago with the film and 
the two NBC men congratulated them- 
selves on a network scoop, thinking 
that the film would be in New York 
by Thursday. But it wasn’t to be. One 
of those unforseeable quirks that are 
the bane of every. newsman interferred. 
The film was scheduled for flight 
straight through to New York but was 
mistakenly unloaded in Santiago, 
where it stayed for 24 hours before 
being forwarded. 

Soon after landing in Mendoza Rich 
gave New York a phone report of the 
rebel charge that the Peronistas were 
violating the truce. The call was spliced 
immediately into the 11 p.m. news 
report for what the desk described in 
the NBC interoffice log as a “real fine 
show.” 

Rich, accompanying the rebels as 
they moved toward the Argentine 
capital, reported again from Cardoba 
Thursday with descriptions of the 
fighting there by American eyewit- 
nesses who lived in the city. Mean- 
while, more film had been dispatched 
from Mendoza. 

Late Friday night the second batch 
of Rich-Kramarenko film arrived in 
New York, was rushed through a jiffy 
process at the 106th street laboratories 
and was spliced into the llth Hour 
News. 

It was an exclusive—the first film 
of the Argentine fighting that had 
reached this country. At almost the 
same time, the first of the Lindley 
film, shot in Buenos Aires, began to 
arrive. A special network show was 
put on Saturday afternoon after the 
football game. 


Ike’s Heart Attack 


But nothing is as dead as yesterday’s 
news story. Before the day was out 
Ray Scherer had called in from Den- 
ver that President Eisenhower had 
suffered a mild heart attack. The 
entire facilities of the great network 
staff were turned to the newest story 


of the 


hourly on 


hour. Bulletins were carried 
the network about the 
President’s condition. 

From that point on the Argentine 
film was relegated to second position 


on all news shows. 





ID Results 


Daytime ID’s produce results. 
At least that’s the experience 
of advertisers using The Katz 
Agency’s “Operation ID” sales 
plan. 

For example, Spartan tv deal- 
ers used weekly schedules of 30 
daytime ID’s on WHEN-TV Syra- 
cuse, placed through Osborn- 
Propst Advertising, same city. 
Says the agency’s tv and radio 
director, Smith Binning, “Spar- 
tan needed advertising that looked 
big . . . could deliver frequency 
and accomplish all this on a 
relatively small budget.” The 
agency spread the daytime ID’s 
six a day, Monday through Fri- 
day, used the same woman an- 
nouncer for each commercial and 
even “managed to get a weather 
report in, too.” 

*“Great success,” says the 
agency man, “was almost imme- 
diate. . 
enthusiastic, and actual sales, as 





. . The dealers were very 


a result of this campaign, were 
exceptionally high.” Since then, 
Spartan dealers have not only 
renewed their contract with 
WHEN-TV, but have also gone 
into five additional markets with 
similar schedules. 











The Argentine story was covered 
on the spot by six different men, three 
different teams, insuring that if one 
failed another would get through with 
the story. This policy, coverage in 
depth, is one of the keynotes of the 
entire NBC news operation. The bigger 
and more difficult the story the more 
teams approach it 
angles. 

The NBC News Division, both tele- 
vision and radio, is the responsibility 
of William R. McAndrew, director of 
Bill came to the network in 
1936 after a thorough grounding in 
newspaper and trade magazine ex- 
perience. 

He is a working executive whose 
office in the NBC news department is 
the focal point of its operations. A 
news teletype beside his modern desk 
ticks off the reports from services and 
correspondents all over the world. A 
steady stream of editors, commentators 


from differing 


news. 


and news executives come through his 
open door for advice on problems of 
the minute. 

McAndrew reports to 
Taylor, network vice president in 
charge of public affairs and another 
veteran with over a quarter of a 
century of top-level experience in radio 


Davidson 


and television as a production execu- 
tive. He is an outstanding authority in 
the field of public affairs and believes 
strongly in the network obligation to 
bring public understanding to the 
issues of our time. 

Both Taylor and McAndrew are 
gifted with boldness and imagination 
in fulfilling their assignments. 

J. O. Meyers, a lean Phi Beta Kappa 
and a newsman with split-second judg- 
ment, is manager of news. Sam Shar- 


key is editor of NBC news. 
Allen Seasoned Newsman 


Another important cog in the execu- 
tive machine at New York head- 
quarters is Leonard Allen, television 
Len is a seasoned news- 
man who directs the diversified opera- 
tions of cameramen in every corner 
of the globe. Every man at head- 
quarters has been selected for his 
talent to fill the job. Individual 
biographies would fill a book— in fact. 
the lives of several of these men have 


been described in that form. 


news editor. 


These news executives include: 
David Klein, television assignment 
editor; Eugene Juster, manager of 


James Pozzi, 
supervising film editor; Don Meaney, 


Wil- 


liam Quinn, assistant assignment edi- 


newsfilm operations; 
assistant television news editor: 


tor; John Ghilain, in charge of special 
projects for NBC news; Arthur Wake- 
lee, newsroom supervisor, and Rex 
Goad, night newsroom supervisor. 
They are supported by a group of 
producers, commentators, 
reporters and writers that NBC feels 
is the cream of the industry. Many 
have been with the organization from 


directors, 


radio days and a majority have years 
of experience in television, as well as 
printed journalism. 

Backing up this group is a crew of 
expert cameramen and technicians who 
are experienced in handling every 
kind of emergency. Dean of this group 
is Sy Avnet, a cameraman who was 
with NBC-TV back in August, 1945, 


(Continued on page 74) 
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British View 


of U.S. TV 


he American industry got out its 

binoculars late in September for 
a long-view picture of Britain’s first 
tv commercial — a tube of tooth paste 
frozen (as roses once were in Ameri- 
can print ads) in a block of ice. 
Clearly, England’s ad men had been 
watching—and selecting some methods 
of—their American prototypes. 

The following is what one of them, 

Ernest Borneman, director of the tv, 
film and radio division of London’s 
Alfred Pemberton, Ltd., reported to 
his agency about the American system 
of television: 
“. . . In reporting on the strengths 
and weakness of American tv after a 
coast to coast trip of little more than 
six weeks, I must ask for the readers’ 
special indulgence, for the field is so 
vast and the problems are so complex 
that error is well neigh inevitable. All 
I can say, therefore, is that the follow- 
ing observations are made in good 
faith and are true to the best of my 
knowledge. 


Program Quality 


“Comedy and light entertainment 
programmes on American tv were, | 
thought, vastly superior to the best 
BBC programmes in a similar idiom. 
Drama, on the other hand, was not 
always superior. Acting, especially in 
modern idiomatic plays, was superb, 
largely as a result of the Stanislavsky 
training through which so many New 
York actors have gone. But the gen- 
eral level of tv drama was not as high 
as I had expected after reading through 
selected tv plays by Tennessee Wil- 
liams, Paddy Chayevsky and Horton 
Foote. Outside telecasts, especially 
Irving Gitlin’s work at CBS, struck me 
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Ernest Borneman 


reports observations 


back to his agency 


as superb. News | did not like, and 
I especially loathed all news commen- 
tators. Quiz shows and parlour games, 
on the other hand, seemed better in 
America than in London because 
Americans seem so much more relaxed 
at this sort of thing. 


Quality of Commercials 


“Here I was frankly appalled. Hav- 
ing learnt to admire the very high 
level of American magazine advertis- 
ing, I expected American television 
advertising to be of the same calibre— 
ingenious, well produced and of the 
highest technical standard. I found 
the opposite to be true. Next to none 
of the commercials I saw showed any 
degree of creative thought. Most of 
the acting was shoddy, most of the 
cartoon work ill drawn, most of the 
lettering poor in typography, most of 
the spoken copy flat and thoughtless. 
In common with some of the advertis- 
ing film makers to whom I spoke, | 
was astonished to find that American 
sponsors, who are prepared to spend 
five-figure sums for the entertainment 
part of their tv shows, so obviously 
start counting pennies when the com- 
mercial comes up. . . . 


Quality of Reception 


“Here, it seems to me, America 
holds the whiphand. The image occa- 
sionally has a sort of ‘masked’ tex- 
ture —a dark line that separates fore- 
ground figures from their background 
—but that seems a small sacrifice to 
make in exchange for the three major 
advantages of American sets: 1) They 
turn on when you turn them on—not 
minutes later. 2) Interference control 
is compulsory and almost completely 
successful. 3) The ever-present elec- 


tronic camera whine that ruins all tv 
music for the British viewer is com- 
pletely absent from American sets. 


Commercial vs. Sponsored Tv 


“American tv (by dint of rising 
salaries, longer programmes and extra 
costs for colour) is today moving in 
the same direction as Independent 
Television Authority [the British 
Since no individual adver- 
tiser can any longer afford to pay the 
cost of, say, one of NBC’s 90-minute 
colour ‘spectaculars,’ the practice of 
sharing the advertising spots between 
three or four sponsors has become 
accepted. And since no two adver- 
tisers could evér work together in 
actually producing such shows, the 
privilege (or, if you wish, the respon- 
sibility) of writing, casting and pro- 
ducing them has inevitably reverted to 
the networks. In effect, then, the 
American system of commercial tele- 
vision is getting to be increasingly 
like our own. The reasons, on our side, 
are legislative; on the American side, 
economic; but the effect is essentially 
the same. 


system ]. 


both of the 


Atlantic, approaching a structure of 


“We are, on sides 
tv which duplicates that of a news- 
paper or magazine where the enter- 
tainment matter is wholly under the 
of the editorial staff and 
sold without 
reference to the content of any given 


control 
where advertising is 
issue of the magazine in which your 
advertisement appears. 


Filmed Tv 


“The Hollywood companies, once 
bitterly opposed to tv, have now clearly 
made their peace with the new medium. 








Nearly all of them now produce tv 
films, nearly all of them have their 
own tv programmes and—most impor- 
tant of all—many of them have now 
moved into the key field of tv dis- 
tribution. . . . 

*“. . . Now, however, since the film 
companies have discovered that it’s 
cheaper to assimilate tv than to fight 
it, the distribution of tv films has be- 
gun to pass even more rapidly into 
the hands of the motion picture com- 
panies than the production of such 
films. This, without any doubt, is one 
of the major changes facing the 
American tv industry. And my own 
impression—if I may venture a guess 
—is that the film industry will, in fact, 
take over the production and distribu- 
tion of tv films, lock, stock and barrel, 
within a few years. 


Toll Television 


“. . . Tv advertisers are as scared 
of this entire prospect as cinema own- 
ers; both of them see the end of their 
regime if subscription tv conquers. 
The film production companies, on the 
other hand, having been divorced by 
the government’s anti-monopoly decree 
from their affiliated cinema chains, are 
entirely in favor of the new system 
because it so clearly offers them a 
chance to gain control of a new chain 
of film distribution and exhibition. 
Whatever the rights and wrongs of 
the situation, there can be no doubt 
that it is the most immediate hurdle 
on the American tv horizon. Certainly 
it is impossible these days to talk to 
any American tv official for any length 
of time without having the subject of 
toll tv looming hugely over all other 
subjects. 


Colour 


“There can be no doubt, if the cur- 
rent trend in American tv is to con- 
tinue, that all television will be in 
colour before long. 


Tape 


“But even colour is a minor up- 
heaval compared to the major indus- 
trial revolution that awaits us with the 
coming of taped tv. Needless to say, 
this will revolutionize not merely tv, 
but the entire film industry by making 
all cameras, all laboratories, all film 
stock obsolete. . . . This, without any 
doubt, is the pattern of the future.” 











Oil and Tv Mix Well 
By H. B. MILLER 


Director, Dept. of Inform., Amer. Petroleum Institute 


Having bided its time for several years, the American Petroleum Institute 
made its plunge into sponsored television last month. The occasion was an 
hour-long tv show called 1976 which served as the opening evening of Oil 
Progress Week (Oct. 9-15). Carried by NBC over a coast-to-coast network 
on the evening of Sunday, Oct. 9, the show reached 
the sets of more than 100 million Americans. 


Judging from the success of this first big venture, 
it is apparent that television will continue to play an 
important role in the public relations program of the 
American Petroleum Institute’s Oil Industry Informa- 
tion Committee. 


Newspaper and magazine advertisements, while 
they are tremendously effective, do not provide the 
OIIC’s volunteer workers, especially around Oil 
Progress Week, with a ball with which to run. The tv show, 1976, provided 
a dramatic and gala event to stimulate interest in and focus attention on 


Oil Progress Week. 


As the title indicates, 1976 was a look into the future — but it wasn’t 
fantastic fiction. It was the result of scientific study and gave the American 
people as accurate a picture of their life 21 years from now as can be 
produced. The contribution of the oil industry has helped to change the 
face of the nation in the past 20 years; the future has even more remarkable 
changes in store, as 1976 showed. 


In keeping with the stature of the show, API was fortunate in being able 
to get two of our great national figures — Poet Carl Sandburg and Fleet 
Admiral Chester W. Nimitz — to present the sponsor’s message. Representa- 
tives of various branches of the petroleum industry also participated in the 
program. 


The response to this all-out effort was extremely gratifying. It provided a 
rousing eye-opener for Oil Progress Week, focussing nation-wide attention 
on it and the OIIC message. The success of this first big venture has con- 
vinced us of the effectiveness of television as a public relations medium for 
the petroleum industry. 


Plans are already under way for the production of a series of films 
tentatively titled, “Petroleum Pictorials.” These films will be documentary 
in nature, designed to be used on television by individual stations. The oil 
industry is photogenic and dramatic and is one which reaches into every 
home and relates to every American’s day-to-day living. The list of 
subjects which lend themselves to film treatment is virtually endless. 


The films will be ideal for use by the new educational television stations. 
It is also planned to place about 300 prints of each film on “permanent 
loan” to commercial television stations through the API field organization. 
A “dividend” value of this series will be that one- and two-minute film 
stories of special interest, made from this footage and accompanied by the 
proper text, could be made available to the television newsreels. 


Here is the API-TV story to date; 1976 was an auspicious beginning. Just 
what course API’s use of tv will take in the future will depend on reactions 
to 1976 and on various other factors. There can be no doubt, however, that 
tv can look forward to a long and mutually profitable relationship with the 
oil industry. 
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NBC News (Cont'd from 71) 


when the news film set-up first went 
into action. In fact, on Aug. 5, 1945, 
Sy Avnet was the only cameraman 
attached to the new “Tele Newsreel” 
organization. It was renamed “NBC 
Television Newsreel” within a month 
and has since celebrated Aug. 23 as 
its official birthday. 

While New York is the center of 
the NBC worldwide network of more 
than 200 reporter-cameramen there 
are news headquarters located in 
Washington, Chicago, Los Angeles, 
San Francisco, Cleveland, Dallas and 
Atlanta. 

Abroad, NBC News has offices in 
London, Paris, Rome, Bonn, Berlin, 
Cairo, Tokyo, Singapore and Hong 
Kong, as well as Buenos Aires. (See 
NBC Bureaus, below.) Only a few 
weeks ago Irving R. Levine was given 
a permanent visa to cover the news 
in Russia. He is the first non-Com- 
munist correspondent to receive such 
a permanent visa since 1948 when 
Robert Magidoff, then an NBC cor- 
respondent, was expelled from the 
country. 

In addition to these full-time offices 
there are literally hundreds of addi- 
tional NBC outposts 
pondents are alert for news material. 


where corres- 


Film from Everywhere 


Every day thousands of feet of film 
arrive at the Radio City headquarters 
from all over the world. Much of it 
is from staff men, some is sent by 
correspondents — stringers who are 
paid on a basis of material used. 

Part of the film received each day 
is not on direct order from the desk 
but comes because the man on the 
spot felt that it was usable news or 
feature material. The biggest portion. 
of course, is sent on assignment. 

Coverage assignments, Len Allen 
says, are relatively simple. “All you 
have to do is guess what’s going to 
happen anywhere in the world and get 
a cameraman there before it happens.” 
Success in this seemingly impossible 
task is recorded in the beats con- 
sistently scored by the network. 
Almost every day the NBC team can 
count at least one story not covered 
in the day’s newspapers. 

There is wide diversity in this cov- 


erage. In a recent week Allen estimated 
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that the network film output totalled 
104 stories covered in 38,000 feet of 
16 and 35 mm film. The stories came 
from 22 countries. 

The overseas force keeps growing. 
The big map in the NBC news room is 
dotted with more and more pins as 
new staffers and correspondents are 
spotted in every part of the world. 

In the United States the network 
has, besides its basic staff of experi- 
enced reporters, a system of stringers 
“in depth” in all parts of the country. 
Allen feels that the two or even three- 
platoon system pays off in insuring 
that a man will be available when he 
is needed. 


Chiropodist Cameraman 


Luck sometimes plays its part too. 
“A chiropodist in Yuma,” says Allen, 
“got us some of our best fire footage 
at a railroad trestle. In 
Morocco, a 


French 
production 
cameraman was Jacques on the spot 
when a hatchet man tried to assassinate 
the Sultan.” 

It is not unusual for the network 
film men to get shots that the still 
picture agencies covet. An outstand- 
ing example was when the NBC Ger- 
man staffer, Joe Oexle, on the bobsled 
run at Garmisch-Partenkirchen in 1953 
analyzed all past performances to 
make the best possible guess on where 
a bobsled champ might come a crop- 
per. He guessed exactly right and got 
an exclusive heart-stopper that most 
people still remember. It showed a 
bobsled ace hurtling over the rim to 
his death. Life used the picture weeks 
after it had appeared on television. 

Assignments are a seven-day propo- 
sition. Allen is accustomed by now to 
having the phone ring in the middle 
of the night with an assignment deci- 
sion on which the desk man wants his 
counsel. 


free-lance 


One of his favorite stories is about 
the call he received at 3 a.m. on a 
report that a woman in Chile had 
given birth to sextuplets. “Well, there’s 
got to be a first time,” says Allen, “so 
we cabled our stringer in Santiago to 
get rolling, if true. ‘What did they 
want to know?’ asked my wife as I 
stumbled back toward bed. ‘Somebody 
had sextuplets in Chile.” I yawned. 
‘What!’ said my wife. ‘Sextuplets! 
Nobody but a man could believe that.’ 
And a hoax it turned out to be.” 


The story of the courage and re- 
sourcefulness 
get the film to headquarters is one 
the public never hears. It is not un- 
usual for an NBC newsman covering 
fighting of any kind to run into trouble 
with one side or the other. 

On Aug. 20, Roland Jourdan, 29- 
year-old part-time news cameraman, 
was killed covering the Moroccan 
riots. A group of Zainames tribesmen 
ambushed and killed the correspondent 
about 130 miles from Casablanca. His 
film 
Yves Ducygne, NBC correspondent in 
Rabat, had engaged Jourdan to cover 
the riots. Ducygne was wounded in 
the skirmish. Less than three weeks 
later 


it sometimes takes to 


and cameras were confiscated. 


cameraman Ben Oserman was 
injured in a car wreck near the Gaza 
strip. 

While consequences 
are the exception rather than the rule, 
many a veteran can recount tales of 
arrest or detention for diligence in 
pursuit of a story. And sometimes, 
even in peacetime, newsmen run afoul 
of local or military regulations. In 
Washington an NBC cameraman was 
held by the Marines for two hours 
after he took pictures of a temporary 
building still labeled “classified” from 


war days. 


such serious 


Covering a flood story in Louisiana 
NBC cameraman Maurice Levy stuck 
to his post so long that he had to be 
rescued by helicopter. But his film 
of the disaster is considered a classic. 

The film coverage of a mountain- 
climbing expedition in Pakistan was 
almost lost when native runners bear- 
ing the precious reels slipped on a 
rope bridge and dropped several into 
the stream below. 


Story-Book Journalism 


A spectacular example of story-book 
journalism happened two years ago 
in Chicago. Bill Birch of the Chicago 
bureau had covered two train wrecks 
and a fire and both he and his photog- 
raphers were weary. Word reached the 
bureau at 5 a.m. that Fred McManus, 
a young Marine who had killed five 
persons, had confessed in a Dubuque. 
Iowa, jail. With sound man John Dial 
and reporter Jack Angell, Birch flew 
through bad weather to Dubuque. 

They got to the prison in the morn- 
ing and through iron bars obtained 
an exclusive interview with the 








murderer. By two o'clock they were 
back in Chicago, but in landing, 
knocked a flap from their plane, almost 
losing their lives in the process. At 
7:47 p.m. their film was on the News 
Caravan. They had scored a world 
beat. 

In its position as a front rank dis- 
seminator of news, NBC keeps its 
standards of handling on a high plane. 

Davidson Taylor describes the objec- 
tive as “keeping the citizens of a 
democracy fully and fairly informed 
on the events and issues of the time.” 
He points to the provision in the 
manual of NBC broadcast standards 
that says the network’s aim is to 
“foster freedom of expression; to see 
that all important phases of opinion 
are adequately reflected.” The manual 
declares that the NBC “news service 
is balanced and unbiased, representing 
all significant aspects of events and 
opinions of public importance.” 

“Political 


handled with complete impartiality. 


news,” it continues, “is 
. . » News commentary, analysis and 
opinion are clearly identified as such 
and, since the expression of opinion 
may be news in itself, opinion is always 
credited to its source.” 


Each Has Own Staff 


Each of the television 
news programs appearing regularly on 
NBC has its own staff. The principal 
executives are two editors, sometimes 
known by other titles, who work in 


the Radio City offices. They have 


counterparts in a team of technical 


and radio 


editors who work at the laboratories. 
The labs at 106th street are the Pathe 
Laboratories, a large processing firm, 
which handles all NBC film. 

As film arrives in New York, usually 
by air, it is rushed to these labs. If 
it is from overseas it is cleared by a 
customs man, who checks it at 106th 
street. An interesting sidelight of this 
operation is that the network is re- 
quired to pay the customs man over- 
time if the film arrives on a week-end 
when he is not ordinarily on duty. 

The film is then processed and goes 
into a pool, where it is available for 
all NBC news programs. 

When the team of editors for a 
particular show starts to prepare for 
the air, the film is run off at the 
laboratories and can be seen through 


a closed circuit connection in the 


Radio City studios. The editors select 
the portions they need for their show 
and direct the technicians by telephone 
as to which parts are to be used and 
where it is to be spliced. 

When late film is expected, the 
proper number of seconds are allowed 
for its insertion at the last possible 
minute. Whenever this is 
alternate section of film is prepared 
and ready in case the expected film 
fails to arrive, is not up to the quality 
expected or is otherwise unusable. 

Rush film can be processed at a 
rate of 70 feet a minute, once it is in 


done an 








Locally produced for local sales! 


the developer. Ordinarily, non-rush 
development takes about two hours. 
Film not needed for the daily spot 
news pool is sent to the NBC news 
library where it is always available 
for background material on feature 
stories, for reviews of the news or for 
other purposes. This library includes 
some 20 million feet of film, the reels 
being classified into nearly 3,000 main 
subjects and sub-classified into many 
more thousands of individual topics. 
The NBC news department is re- 
sponsible for television 


four news 


(Continued on page 76) 


4:30-5:00 p.m. 


Monday thru Friday 


‘FOR KIDS 
ONLY!”’ 


The show that 
keeps KIDS 
glued to their 
Television Sets 





Helen Kelly directs this wonder- 
ful audience show— with 
“BREEZY” the clown and skill- 
fully enacted stories— Kids “write 
in” for tickets — every show 
there’s “standing room” only! 
Call, wire, or write for details. 












The only television station covering the heart of 
Louisiana with its $580,937,000 retail sales. 










NBC-ABC 
Represented by Hollingbery 


WBRI=2 


BATON ROUGE, LOUISIANA 





Power: 
100,000 watts 


Tower: 
1001 ft 
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NBC News (Contd from 75) 


shows daily. The Camel-Plymouth 
News Caravan shows (7:45-8 p.m., 
Mon.-Fri.) and the early morning 
Today shows are network. Esso Re- 
porter Roundup and the llth Hour 
News are local on wrca-Tv New York. 
In addition, there are special news 
shows. 

NBC has always been unusually 
successful with its news shows and 
never, in recent years, has lacked news 
sponsors. The News Caravan, for 
example, has a Nielsen January-March 
rating of 19.6, which means that it is 
seen in about 5,868,000 homes. With 
viewers per set judged by ARB to be 
2.3, this makes the total average 
audience around 13.5 million persons. 

The Camel-Plymouth News Caravan 
has Francis McCall as producer and 
Ralph Howard Peterson as director. 
Arthur Holch and William Ryan are 
writers and Treva Davis is a writer 
and fashion editor. John Cameron 
Swayze, of course, is the commentator. 
Bob Wilson is the newsman regularly 
assigned to the show. 

Today has a large staff for news 
including Gerald Green, producer; 
John Lynch, managing editor, and 
Frank Blair, commentator and news 
editor. Joseph Michaels, Richard Mc- 
Cutcheon, Mary Kelly, Paul Cunning- 
ham and Maurice Robinson are re- 
porter-writers for the show. Eliot 
Frankel, Cliff Evans, Dave Teitelbaum. 
Dennis Dalton and Dan Grabel are 
writers regularly assigned to the pro- 
gram. 


Frank Award Winner 


The Background and People shows 
have Reuben Frank as producer. He 
won this year’s Sigma Delta Chi 
journalism award for the half-hour 
special. The Road to Spandau. The 
editor is John Lynch. Paul Cunning- 
ham serves as reporter-writer and Jack 
Shughrue, as film director. John 
Goetz is director and Joseph C. Harsch 
and Morgan Beatty are commentators. 

On the Comment program Julian 
Goodman and Ann Gillis are produc- 
ers. The 11th Hour News has John K. 
M. McCaffery as commentator and 
Stuart Little as writer. 


Esso Reporter is produced by 
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Francis C. McCall and written by Ed 
Gough. 

Other New York writers who are 
used in key spots include Sumner 
Weener, Joseph Dembo, Larry Sims, 
William Fitzgerald, Edward Hymoff, 
James Boozer, Marcia Drennan, Jim 
Aldrich, Bill Hill, Russ Willis, Steve 
Flanders, Don Cameron, Harry Mc- 
Carthy and Jerry Jacobs. 

Other New York commentators in- 
clude Pauline Frederick, United Na- 
tions correspondent who has her own 
daily network radio program at 1:30 
p.m.; Henry Cassidy, W. W. Chaplin, 
John Rich and Henry J. Taylor, com- 
mentator-analyst, whose special pro- 
gram is Your Land and Mine, 8:15 
p.m. Mondays. 

Attached to the New York head- 
quarters are Sy Avnet, Edgar Hatrick, 
Thomas Priestly, Jesse Sabin, Irving 
Smith, Santino Sozio and Joseph 
Vadala, all Thomas 
Landi, assistant cameraman, and three 
cameramen’s assistants, Bob Butter- 
field, Alan Geller and Herman Van 
Devender. George Jordan and Warren 
Redden are Anthony 
Gamiello and Charles Schlosser, elec- 
tricians; Edward Muller, maintenance- 


cameramen ; 


soundmen; 


electrician, and John Krumpelbeck, 


news and feature assistant. 


NBC Domestic News Bureaus 


Washington (Sheraton Park Hotel) : 
Julian Goodman, manager NBC news 
and special events for Washington; 
Arthur Barriault, congressional cor- 
respondent; Ray Scherer, White House 
correspondent; John Gerber, network 
news desk supervisor; Morgan Beatty, 
News of the World, (7:30 and 11:30 
p.m. radio), commentator; David 
Brinkley, Camel-Plymouth News Cara- 
van commentator; Earl Godwin, dean 
of Washington commentators; Richard 
Harkness, commentator; Robert Mc- 
Cormick, World News Roundup com- 
mentator; Herb Kaplow, commentator; 
Ray Henle, Three Star Extra com- 
mentator; Ned Brooks, Three Star 
Extra commentator; Russ Tornabene, 
commentator; Bill Henry, commenta- 
tor; Joseph C. Harsch, Heart of the 
News commentator; Brad _ Kress, 
cameraman; Leroy Anderson, camera- 
man; John Langenecker, soundman; 
John Hofen, soundman. 

Chicago (Merchandise Mart): 
Chester Hagen, manager, NBC news, 


Central Division; Bill Birch, tv film 
Bruce Powell, tv film 


cameraman; 
cameraman: Earl Crotchett, tv film 
cameraman: John Dial, soundman; 
John Chancellor, newsman; Jack 
Angel, newsman; Clint Youle, news- 
man: Jim Hurlbut, newsman. 

Los Angeles (Sunset and Vine, 


Hollywood): John Thompson, man- 
ager, news and special events, Pacific 
Division; Roy Neal, commentator, 
news and special events producer; 
Roger Sprague, supervisor, radio-tele- 
vision central news desk; William 
Cathram; Chet Huntley, supervisor; 
Dexter Alley, tv film cameraman; 
Frank King, tv film 
Legate Barnes, tv film cameraman. 
San Francisco (Taylor and O’Far- 
rell streets) : Ed Arnow, commentator- 


cameraman; 


reporter. 

Cleveland (815 Superior avenue) : 
Edward Wallace, news manager-com- 
mentator. 


Dallas (3919-B Buena Vista): 
Maurice Levy, southwest regional 
cameraman. 


Atlanta (2200 Reynolds Drive SW) : 
Robert Blair, southeast regional 
cameraman. 


Foreign News Bureaus 


London: Romney Wheeler, bureau 
chief, commentator; Edward Newman, 


reporter, commentator; Guy Blan- 
chard, cameraman; John Peters, 
cameraman. 


Paris: Leif Eid, chief correspondent- 
commentator; Paul Archinard, man- 
ager operations. 

Rome: Merrill Mueller, bureau chief 
and correspondent; Robert Hecox, re- 
porter-cameraman. 

Bonn: Frank Bourgholtzer, corres- 
pondent-commentator. 

Berlin: Gary Stindt, correspondent- 
cameraman; Joseph Oecexle, camera- 
man; Harry Thoess, cameraman. 

Cairo: Wilson Hall, correspondent- 
commentator. 

Tokyo: George Folster, 
bureau chief and commentator; Yung 
Su Kwan, cameraman. 

Singapore: James Robinson, cor- 
respondent-cameraman. 

Moscow: Irving R. Levine, corres- 


Thomas 


pondent-commentator, cameraman. 
Hong Kong: Hank Toluzzi, reporter- 
cameraman. 
Buenos Aires: Robert Lindley, com- 
mentator. 








Grocery (Cont'd from page 47) 


nessee Ernie, World of Mr. Sweeney; 
Gerber Products Co., Ding Dong 
School. 


American Broadcasting Co., with 
food and beverage billings last year 
just under $14 million, has increased 
its list of sponsors substantially in 
1955. Billings in the food category 
are said to be running 40 per cent 
ahead of last year. Present sponsors 
include: Skippy Peanut Butter, You 
Asked for It; Chunky Chocolate Corp., 
Super Circus (alt. wks.); Standard 
Brands, Topper (alt. wks.), Lone 
Ranger (alt. wks.); Derby Foods, 
Disneyland (alt. wks.) ; General Foods, 
MGM Parade (alt. wks.); Quaker 
Oats, Ozzie & Harriet (every fourth 
wk.); National Biscuit Co., Rin Tin 
Tin. In addition, the new Mickey 
Mouse Club on ABC-TV has a long 
list of food sponsors including: Armour 
& Co., Campbell Soup, Carnation Co., 
Coca-Cola Co., General Mills, Lettuce 
Inc., Mars, Inc., Morton Salt, Tv Time 
Foods and Welch Grape Juice Co. 


Many Foods in Top 25 


During the first six months of 1955 
television’s top 25 advertisers included 
General Foods, with $6.3 million 
spent in network television; General 
Mills, $4.5 million; National Dairy 
Products Corp., $3.1 million; Pillsbury 
Mills, $2.6 million; Swift & Co., $2.5 
million; Campbell Soup Co., $2.4 mil- 
lion; Kellogg Co., $2.2 million, and 
the Borden Co., $2.1 million. 

In addition, many of the others in 
this select company were makers of 
products ordinarily sold in grocery 
stores and supermarkets, including 
Procter & Gamble Co., Colgate-Palm- 
olive Co., Gillette Co., R. J. Reynolds 
Tobacco Co., American Tobacco Co., 
Lever Bros., Liggett & Myers Tobacco, 
American Home Products Corp., Bris- 
tol-Myers Co., Serutan Co. and S. C. 
Johnson & Son. In fact, the only 
advertisers among the first 25 whose 
products were not sold in food stores 
were the automobile companies. 

Many of the same advertisers were 
big users of national spot. According 
to the Rorabaugh Report the top 25 
spot advertisers during the second 
quarter of 1955 included the following 
whose products are regularly sold in 





Food and Food Products, Soft Drinks, Soaps and Cleansers 
Advertising Expenditures (000) 


Network 
Newspaper Television Radio Magazine Total 

1954 $148,920 $134,533 $ 37,406 $ 96,497 $417,356 
35.7% 32.2% 9.0% 23.1% 

1953 153,412 88,545 43.782 93,215 378,954 
40.5 23.3 11.6 24.6 

1952 137,653 73,042 52,612 84,676 347,983 
39.6 21.0 15.1 24.3 

1951 144,408 50,049 56,954 81,024 332,435 
43.4 15.1 17.1 24.4 

1950 141,864 10,709 65,948 73,653 292.174 
48.6 3.6 22.6 25.2 

1949 129,293 1,964 68.328 71.466 271.051 
47.7 0.7 25.2 26.4 

1948 119,513 — 71,278 70.888 260,879 
45.8 27.3 26.9 


Note: Figures are TvB net estimates and include production and talent costs. 


grocery stores and supermarkets: Proc- 
ter & Gamble Co., Brown & Williamson 
Tobacco Co., General Foods Corp., 
Colgate-Palmolive Co., Sterling Drug, 
Block Drug Co., Standard Brands, 
National Biscuit Co., American Chicle 
Co., Purex Corp., Kellogg Co., Hawley 
& Hoops, S. C. Johnson & Son, Nehi 
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HOW ADVERTISERS 
GET THE MOST 
OUT OF TELEVISION 


Corp., Coca-Cola, Welch Grape Juice 
and General Mills. 

In addition to the big national dis- 
tributors there are thousands of 
smaller, regional manufacturers who 
use spot television in their own areas 
only and are not interested in network 


(Continued on page 78) 


In its current series of Product Group Success Stories, TELEVISION AGE goes 
deeply into each field of business, then outlines in detail the many ways firms in these 
fields have met their problems through television advertising. 
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| Each article includes dozens of actual television success stories. We believe this hard 


hitting material will help show hard-to-sell prospects how they can use tv to build sales. 
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Grocery (Cont'd from page 77) 
television coverage. 

At the local level food store oper- 
ators have enjoyed constantly increas- 
ing billings in recent years. A. C. 
Nielsen reports total sales of retail 
food stores increased from $28 billion 
in 1950 to $36.5 billion in 1954. In- 
dependent store sales during that 
period increased from $17.9 billion to 
$21.6 billion. While the total sales 
increased the percentage of total food 
store business handled by the inde- 
pendents dropped from 64 per cent in 
1950 to 59 per cent in 1954. Chain 
stores during this same period in- 
creased their total sales from $10.1 
billion to $14.9 billion. Their per- 
centage of total food store business 
increased as the independents’ dropped. 

Food stores spend an average from 
-75 of 1 per cent to 1.5 per cent of 
gross sales for advertising. In a study 
of the subject Super Market Merchan- 
dising estimates that 1 per cent of the 
average sales dollar for supermarkets 
goes into advertising. In single market 
stores these costs were shown to rise 


to 1.24 per cent in 1954 while in 


Penetration? 


Basic CBS 
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Al Goulet of Goulet Food Market, Bay 
City, Michigan, proved that television 
is for little as well as big advertisers 
when he bought one announcement a 
week on WNEM-TV Bay City-Saginaw 
and doubled his gross business. 


groups with 26 or more markets the 
average was around .83 per cent. 

If sales of food through retail out- 
lets total $36.5 billion and the average 
spent on advertising is 1 per cent, the 
local-level advertising budget comes 
to a handsome $365 million. While no 


EVERY set is equipped | 
to receive Channel 4. | 
WMBR-TV - Jacksonville | 

} 


CBS TV Spot Sales | 








figures are available on the percentage 
of this total going into television, all 
indications point to a growing total 
every year. At present newspapers are 
still taking the biggest part of the 
retail outlet’s advertising dollar, and 
television must prove its selling power 
to each store executive in order to win 
over new business. 

The retail food store advertising 
budget is bolstered substantially by the 
offered by 


processors and manufacturers. In many 


cooperative plans most 
cases these are the same firms that 
are responsible for the big national 
spot and network food billings. Brand 
nearly 
always paid for in part by the manu- 
In addition 
wholesalers are contributing toward 


the they dis- 


and product advertising is 


facturer. many grocery 


advertising products 
tribute. 


Many Examples 


Examples of successful use of tele- 
vision at the local level are plentiful. 
Stores are finding tv effective for every 
advertising requirement. It is used to 
promote special sales, introduce new 
open 
branches of those already established, 
push private brands, acquaint the 
public with special services, promote 


departments, new stores or 


the store name and build institutional 
good will. 

Following, in alphabetical 
are a number of typical examples of 


order, 


success with tv advertising by botk 
independent and chain-operated food 
These ac- 


counts from all parts of the country 


stores and supermarkets. 


and from every size of store are typical 
of the hundreds of other food stores 
now using the medium. 


© American Stores Co., operators of Acme 
Supermarkets, with more than 1.200 stores in 
six states and the District of Columbia. is a 
heavy television user. (See “Super-sales,” 
TELEVISION AGE, September 1954.) “Natural- 
ly,” says Paul Cupp, American’s vice presi- 
dent, “we can’t pin down the exact amount of 
the increased sales that is due to television, 
but we feel that it has contributed its share.” 
Over the five-year period that the stores have 
used tv the pace has been stepped up regu- 
larly. Biggest tv investment is in the Phila- 
delphia area where the chain has 200 mar- 
kets. Dividends for Homemakers on WcAavu-Tv 
(1-1:30 p.m.) and The Mr. and Mrs. Show 
on the same station (8:25-8:30 p.m.) are 
used regularly. The first is a woman’s show 
emceed by Marian Kemp and Gladys 
Webster, home economics specialists. Miss 
Kemp’s budget menu suggestions for the 
week offer an opportunity to plug American’s 
line of products. A schedule on wretz Phila- 








delphia is also a part of the area advertising. 
Acme uses Todd Russell’s Music Hall 


9-9:30 a.m., Monday through Friday on 
wasc-tv New York. The program has a vari- 
ety format including interviews with guests, 
music and chatter. In the New York area the 
Acme Supermarkets are also promoted in a 
continuing series of announcements on WRCA- 
tv. There are 135 stores within the wrca-Tv 
coverage area. 

Other television is used on watv Newark, 
WBAL-TV Baltimore, wJAc Johnstown, WNBF-TV 
Binghampton, wBeN-Tv Buffalo, wsyr-Tv and 
WHEN Syracuse, WARM-TV Scranton, WBRE-TV 
and witk-tv Wilkes Barre. 

“Many of the food products now on day- 
time network shows had their first television 
exposure in Philadelphia as part of the 
American Stores programs,” Robert McGredy, 
sales director of WCAU-TV points out. 

® Associated Food Stores Cooperatives 
Inc. of the New York area is a user of spot 
announcements on wrca-Tv New York. The 
group is made up of 260 independent stores 
scattered throughout the metropolitan area. 
In addition they buy a discussion show on 
wasp New York, Sunday 6:30-7 p.m. Com- 
mercials emphasize special prices and serv- 
ices as a store traffic builder. 

® Easy Way Super Market, of Montgom- 
ery, Alabama put its first money into tele- 
vision newscasts in January 1955 on wsFA-TV 
Montgomery. Before that the market had 
used newspaper and radio exclusively. On 
July 12 Mrs. M. S. Tucker, owner, said that 
sales were up at least 15 per cent over 1954 
and credited the increase to a rearrangement 
of advertising to include television. “It is 
a satisfying thing to us to be able to pin- 
point the cause of our sales increases and 
to know that the money we are spending in 
television advertising is paying us excellent 
dividends,” Mrs. Tucker continued. 

® John R. Figg Inc., wholesale grocers of 
Bloomington, Ind., and supplier for the 84 
Independent Grocers Alliance stores in the 
area, began using television three years ago. 
In that period gross sales have risen 160 per 
cent (See above). 

The firm has used syndicated films on 
wTtv Bloomington, retaining the same time, 
8 p.m. Wednesdays. The current program is 
Inspector Mark Saber. Commercials are given 
live by an IGA store manager. 

Summing up a study of the past three 
years’ operation, Mr. John R. Figg, president 
of the firm, says, “In March 1952 we had 52 
stores. In March 1955 we had 84 stores, an 
increase of 61 per cent. In March 1952 total 
weekly sales were $42,904.42 or an average 
of $825.42 per store. In March 1955 total 
weekly sales were $110,353.78 per week or an 
$1,313.73 average per store. This is an in- 
crease of 59 per cent in average store sales. 

“IGA store sales,” Mr. Figg continues, 
“are now running $3.5 million more per year 
than they did three years ago. Our television 
budget has been approximately $31,000 an- 
nually. Total sales for all IGA stores in our 
franchise have increased 160 per cent over 
the three-year period. 

Mr. Figg is pleased with the support he has 
received from wTTv executives. The station 
continuity department and Herschell Hart, 
supervisor of the IGA stores, are in charge 
of the program. 

The wholesaler believes television has sold 
the IGA sign and labels to consumers of the 
area and points to the increased volume as 
proof of the satisfactory results being 
obtained. 


He is considering strengthening his tele- 
vision lineup with an additional half hour 
program on afternoon time over WTTV. 

® Golub Corp., Schenectady supermarket, 
spends about $4,000 yearly on participations 
in a local women’s shopping program on 
wrcs Schenectady. The store has been on 
television since March 1950 and plans to con- 
tinue its use. The George R. Nelson agency 
handles the account. 

® The Goulet Food Market (see above), a 
small neighborhood store in Bay City, Mich., 
has proved television is a good medium for 
small as well as big advertisers. Less than 
a year ago Al Goulet was considering selling 
his business due to the inroads made by 
chain store competition. Over the years he 
had developed his own recipes for bologna, 
frankfurters, sausage and other prepared 


Dude Bob, of Roy's Markets’ 


Dude 
Ranch Matinee on KFsp-Tv San Diego 
is also head of the firm’s agency, 
Robert E. Lee Advertising. Tv has 
proved an effective advertising medium 
for the food stores. 


meats and while he still had some business 
in these specialties his volume of sales was 
touching bottom. He felt that his biggest 
hope was to build up sales of his meat prod- 
ucts to bring more traffic into his store. He 
tried newspapers first, with little result, then 
radio, without much improvement. He was 
about ready to give up when he was ap- 
proached by Phil Sanford, Bay City sales 
representative of WNEM-TV Saginaw-Bay City. 
Together they worked out a second spot an- 
nouncement to run every Thursday afternoon 
on the local variety program, Ken’s Korners. 
The program is emceed by announcer Ken 
Lawrence. The cost of the announcement was 
$38, plus $10 camera charges, for a total of 
$48 a week. 

Late in January the bologna commercial 
was introduced on the air. Within two hours 
Mr. Goulet was sold out of every morsel. The 
next week he made up a bigger batch. The 
supply lasted two days. Within a few weeks 
the increased number of customers coming to 
the store for the Tv Bologna and other meat 
products had doubled gross sales for the 
market. People came from all over the Bay 
City-Saginaw area to buy bologna at 59c a 
pound. Mail orders were received from dis- 
tant points. The bologna rapidly became a 
top-selling food item in the area. Customers, 





Mr. Goulet says. were presold before they 
came to the store. 

The success of the campaign was so great 
that other independent grocers approached 
Mr. Goulet to offer his products wholesale. 
At present the grocer is making preparations 
to obtain a wholesale license and will soon 
be in the bologna manufacturing business. 

® Grand Union Supermarkets of the New 
York City area use a continuing campaign of 
spot announcements On WRCA-TV to promote 
prices, brand names and store traffic. There 
are 144 Grand Union markets participating. 
Spots are placed in both daytime and night 
segments. Grand Union places its advertising 
direct. 

® The Great Atlantic and Pacific Tea Co 
of the New York City area uses Guy Lom- 
bardo and His Royal Canadians on wrca-tv 
New York, Thursdays, 7-7:30 p.m. In addi 
tion, they use a number of spot announce- 
ments on the station. The nation’s largest 
food chain has 78 stores in the area covered 
by wrca-tv. The MCA-TV Film Syndication 
packagy has been so successful that it is 
being expanded to other markets. Commer- 
cials promote A&P brands and prices and do 
a job of institutional selling as well. The 
company prefers evening time when avail- 
able. Paris & Peart is the A&P agency. 


Kroger in Toledo 


® Kroger Co. stores operating in Toledo 
have been successful with the 30-minute 
wspp-tv Toledo Home Cooking show which 
fills the 11-11:30 a.m. segment five days a 
week. Store executives are enthusiastic about 
results obtained with the show. In addition, 
the chain stores use a varying number of 
announcements on the station both day and 
night. 

®@ Meijer Supermarkets of Grand Rapids, 
Mich., recently signed the biggest contract 
ever at woop-tv Grand Rapids. The chain 
bought The Romper Room a syndicated live 
feature which will appear 9 to 10 a.m. Mon- 
day through Friday. The program has a 
kindergarten-of-the-air format which is ex- 
pected to provide a framework of community 
service and prestige for Meijer store prod- 
ucts. This is the first major venture into 
television for the Meijer chain. 

@ Modern Grocers Assn., a buying and 
advertising group of independent stores in 
the Rochester, N. Y. area, splits its $1,000 
weekly advertising budget about equally be- 
tween television on wvet Rochester and 
newspapers. 

The association uses 30 daytime ID’s week- 
ly—15 on Tuesday and 15 on Thursday. Sam 
Garlolis, the principal executive of the group, 
describes television as an “unqualified suc- 
cess” for them. He notices a “continual ref- 
erence to television advertising” by customers 
coming into the stores and plans to continue 
the present schedule. The group is a new 
one, having begun its advertising campaign 
in June 1955. Orrin Fromm Advertising 
agency handles the account. 

® Piggly Wiggly supermarkets of the Mon- 
roe, La., area are using a one and one-half 
minute spot on KNOE-TV's Panorama program, 
Monday through Friday, 4:30-5:30 p.m. The 
show has a variety format with guest inter- 
views, music and shopping hints. Advertising 
placement is direct. 

® Roy’s Markets, a two-store San Diego 
chain, began using television in January this 
year on KFsp-tv San Diego. Until then the 

(Continued on page 80) 
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Groceries (Cont'd from 79) 


firm had used newspapers exclusively. They 
now spend $225 a week on tv, $25 on radio 
and the balance of the $1,000 weekly budget 
on newspaper space. 

Robert E. Tritt, owner, admits approaching 
television with a good deal of apprehension. 
“After we set up the promotion with the 
Robert E. Lee Advertising Agency, which 
handles our account, we waited for the first 
four weeks to pass so that we might cancel 
out the show if it didn’t do the things for 
us we had hoped it would.” 

The markets bought five one-minute spots 
on a western movie, Dude Ranch Matinee, 
Sundays, 1:15-2:30 p.m. Commercials are 
done live by Dude Bob, who in real life is 
Bob Lee of the firm’s advertising agency. 

At the end of the four-week trial results 
had been so good that the program was ex- 
tended. Specials offered in the produce and 
meat departments were particularly effective. 
Now Mr. Tritt is considering signing an addi- 
tional 26 weeks contract. “We are pleased 
with the program as it stands,” he says, “and 
have already thanked our agency for selling 
us on television. Our present plans call for 
extended merchandising and promotion of the 
show, as well as for personal appearances of 
Dude Bob and his friends.” Remote telecasts 
may be tried soon. Part of the costs of the 
promotion are being paid by local food 
suppliers and distributors. 

@ Ryt Super Market, Chattanooga, op- 
erated by James Cox and Kenneth McKay, 
began using television in November 1954 on 
woeF-tv Chattanooga. With one-minute par- 
ticipations on a twice-a-week basis average 
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Kay Neumann is hostess and commer- 
cial announcer on Thorojare Markets’ 
full length feature film on KDKA-TV. 
Representing some 60 markets in the 
area, the independent chain has grown 
through television to be one of the 
largest food outlets in the area with 
gross sales of over $64 million in 1954. 


105,200 Watts 








weekly sales of the store grew from $7,000 to 
$17,000 within four weeks time. Well pleased 
with results the market owners plan to in- 
crease the frequency of their spots within the 
near future. 


® Safeway Stores of Dallas have been 
using 20-second and l-minute daytime spots 
on WFAA-TV Dallas since June 1952. Last 
year they spent around $20,000 for spots on 
the station. This year the number of spots 
used has been stepped up and in addition 
the stores are sponsoring Romper Room, 8-9 
a.m. Monday through Friday on WFAA-TV. 
This program is a tv kindergarten, produced 
live, with copyrighted material and props 
furnished by Bert Claster of Baltimore, 
Maryland. Response to the program has ex- 
ceeded expectations. Donald P. Dickerson, 
Safeway advertising manager, handles the 
account direct. 

® Schaffer Stores Inc., Schenectady super- 
market, spends about $10,000 each year on a 
15-minute drama program on wrcB Schenec- 
tady. The store has been using television 
since November 1951 and plans to continue 
its schedule. Goldman & Walter Agency han- 
dles the account. 


Distributors Show 


@ F. Strauss & Son, Monroe, La., distribu- 
tors through the Triple S. Grocery Stores, use 
a half-hour cooking and marketing show Fri- 
days, 1-1:30 p.m. on KNOE-TvV Monroe. The 
program, called Open House, is on the sta- 
tion Monday through Friday, with Mildred 
Swift as hostess. Miss Swift is well known 
throughout the south as a home economics 
teacher and a district supervisor for the U.S. 
Department of Agriculture, as well as for her 
television and radio programs. Also featured 
is a real southern Negro cook, “Mammy,” 
who is billed as “almost an original Aunt 
Jemima.” Mammy was the major domo of the 
kitchen in the executive mansion when 
James A. Noe, president of KNOE-TV, was 
governor of Louisiana. The sponsor is pleased 
with the results he is getting from his first 
experience with tv and plans to continue the 
program. Shell Advertising Agency handles 
the account. 

@ Sunrise Supermarkets with 17 units in 
the New York City area, buys spot announce- 
ments on wrca-Tv New York to promote price 
specials and store traffic. 

® Tennessee Food Fair of Chattanooga, 
operated by Herbert C. Kirk, began using 
one-minute spots twice a week in October 
1954 on woEF-Tv Chattanooga. The sponsor is 
pleased with the results he attributes to his 
television advertising and plans to increase 
his tv budget in the near future. 

® Thorofare Markets Inc., an independent 
chain operating some 60 supermarkets in 
southwestern Pennsylvania, northern West 
Virginia and eastern Ohio, has found tele- 
vision feature film on KDKA-TV Pittsburgh an 
ideal sales-growth promotion. The firm’s prin- 
cipal office and warehouse is in Murrysville, 
Pa., 20 miles east of Pittsburgh. Its operators 
are L. B. Smith, Sr., president, and L. B. 
Smith, Jr., executive vice president. Harry N. 
Peterman is advertising manager and Milton 
G. Hulme, chairman of the board. 

The firm was formed in 1942 through the 
merging of several local chains and has 
grown from $11 million in sales at that time 
to over $64 million in 1954. There had been 
extensive use of newspaper space until 1949 
when Ketchum, MacLeod & Grove of Pitts- 















burgh was retained to handle outdoor and 
television spots. 

Their first experience in television was the 
purchase of spots on KDKA-TV Pittsburgh on 
Kay’s Kitchen, a five-day half-hour cooking 
show with Kay Neuman, local personality, as 
hostess. This was continued for about a year 
and a half. Their largest tv project began in 
July 1954 when the firm signed for Thorofare 
Startime Theatre. The show is an open-end 
film feature on KDKA-TV Fridays, 11:15 p.m. 
to end of the feature. The March-April Niel- 
sen gave the show a 42.3 average for indi- 
vidual shows and a four-week cumulative 
rating of 66. 

The Startime Theatre is an unedited top 
quality film. First package run was the Gen- 
eral Teleradio 30 feature series. Since then, 
films have included a number of titles from 
the NTA “Fabulous Forty” and a few in- 
dependent films. Currently, programming has 
been contracted for through February 1956, 
with the new General Teleradio package and 
part of the ABC-TV J. Arthur Rank package. 

Three or four 1% minute commercial 
breaks are cut in during the feature, plus an 
opening and closing message. All are deliv- 
ered live by Kay Neumann, star of their pre- 
vious cooking show. Part of the commercial 
time is devoted to promoting S&H Green 
Stamps, a premium plan, and in the past two 
years Thorofare has become the largest dis- 
tributor of these stamps in the country. More 
than a billion stamps have been given out 
by the stores since September 1953. 


Successes Numerous 


Specific product successes are numerous. 
A new all-purpose detergent, packaged under 
Thorofare’s name, was introduced on the 
show, and all stores were sold out several 
times during the first couple of weeks. 

Aluminum nails for use in baking pota- 
toes were introduced on the show and could 
not be kept in stock. The promotion offered 
a pack of the nails with each sack of pota- 
toes. Executive vice president L. B. Smith, 
Jr. was impressed the day after the nail pro- 
motion was announced when a customer com- 
plained that the store was sold out of the 
offer. Mr. Smith let him have the package 
that he had set aside for his own home. 

A pre-Christmas doll was sold out—at all 
stores—by noon the day after Miss Neumann 
showed it on Startime Theatre. The dolls were 
reordered and disappeared just as fast the 
following week. 

President Smith attributes a considerable 
portion of Thorofare’s sales growth to the 
television program. At the current rate, 1955 
sales are running about 40 per cent ahead 
of 1954. 

® Top Value Week is a merchandising 
plan developed by a station, KFsp-Tv San 
Diego, rather than a store. It has been un- 
usually successful for grocery advertisers. 
The plan is available to any grocery adver- 
tiser making a minimum time purchase of 
$120 a week for a period of 13 weeks or 
more. Co-op funds have been a large source 
of revenue in financing the plan. 

The promotion includes special stack dis- 
plays and cards for any product which has 80 
per cent or more distribution in the markets 
participating, shelf strips, streamers for prod- 
uct identification and special shelf placement. 

During a March 28-April 4 Top Value 
Week conducted with the 13-market Piggly 
Wiggly chain in the San Diego area, ten 





ry 
Commercials like this on KHSL-TV 
Chico, Calif., have paid off for the 
Wentz Markets of that city. Currently 
the firm is sponsoring Badge 714. 


products participated with the following aver- 
age increases in sales for the chain: Coca- 
Cola, 34.2 per cent; Fritos, 20.8 per cent; 
Heinz soups, 41 per cent; Skippy Dog Food, 
152.6 per cent; P&G Lava Soap, 45.4 per 
cent; Milky Way, 132.6 per cent; Vano 
Liquid Starch, 64.1 per cent; Borden’s In- 
stant Coffee, 186.9 per cent. In addition, the 
chain, itself, realized an overall increase in 
business of 12 per cent for the week. 

In April 11-April 19 Top Value Week for 
Roy’s Markets, a two-store chain, brought 
increases up to 400 per cent for the nine 
products participating, with an overall in- 
crease in business of 5 per cent for the week. 
(See separate report on Roy’s Markets.) 

The Rancho Market Basket Chain of seven 
stores reported the following sales increases 
by percentages during the Top Value Week 
in which they participated: Babo, 232.1; 
Coca-Cola, 52.4; Fritos, 38.9; Heinz prod- 
ucts, 37.9; Vano Bleach, 71.4; Purex, 47.5; 
Ritz Crackers, 60.4; Chase & Sanborn Coffee, 
158.3, and Morton’s Salt, 64.8. 


Other Groups Use Plan 


Other market groups using the plan have 
included: Food Basket Chain (four stores), 
Mayfair Markets (nine stores), Ferguson 
Markets (three stores), Free Bros. (two 
stores), Garden Spot (two stores), Big Bear 
(two stores), M&S Food (two stores) and a 








number of single stores: Ivis Food Mart, 
Hillcrest Market, Boney’s Popular Market, 
Tang’s, Prager’s, Clifford’s, Curley’s, Dee Gee 
Market, Foster’s Market, Buy-Lo Store, Food 
Fair, Central Market, Virgil's, Thudiam’s 
and Ray’s Market. 


Quiz Show Successful 


©@ Tyler-Simpson Co., Ada, Okla., sponsors 
Lucky Dollar Telequiz on kteN Ada, with 25 
independent grocers of the area participating. 
The live one-hour local show each Wednes- 
day evening is a spelling bee type quiz pro- 
gram with the emcee dressed in cap and 
gown. Those participating are selected from 
the areas served by the sponsoring merchants 
and are awarded prizes in merchandise. Spon- 
sors are identified in two groups, one at the 
beginning and the other at the end of the 
program. Brand name merchandise is fea- 
tured on commercial spots during the pro- 
gram. Tyler-Simpson spends 90 per cent of 
its advertising budget on the television pro- 
gram, the remaining 10 per cent going into 
newspapers. The account is handled direct. 

@ Wentz Markets, Chico, Calif., spends 
about half of its advertising budget of $24,000 
a year on KHSL-TV Chico with such success 
that executives of the firm say, “We have 
never had advertising that consistently moved 
anything and everything so well and so 
quickly.” Currently the firm is using the 
NBC Film Division syndication Badge 714, 
reinforced by weekly spots. Recently, a 
canned goods promotion sold out a normal 
thirty-day supply within three days. Plans are 
to continue the present schedule on television. 








* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie —— 
— and Television Producer —— 
THE CAMERA e« MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 











Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


G amepa € UIPMENT (O. 


1600 Broadway, New York City \ 
JUdson 6-1420 




















WNERSHIP of television 

sets continues to increase 
so rapidly in Iowa that it’s still 
hard to keep up with it. 
The 1955 Iowa Television Audi- 
ence Survey was made in March- 
April, 1955. At that time 74.2% 
of all Iowa homes had television 
sets — a 25% increase over the 
same period in 1954! 


There are now more than 302,000 


television sets in WHO-TV’s 
Central Iowa — and 355,100 
families. WHO-TV is giving 


them the best programming there 
is — from the tallest antenna in 


the State. 


Ask Free & Peters for the facts ! 


WHO-TV 


Channel 13 - Des Moines + NBC 


Col B. J Palmer, President 

P A Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 
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Newsfront (Contd jrom 37) 


obviously be devoted to candidates and 
their speeches, but some of it may also 
be documentary in nature. These pro- 
grams —on public vs. private power 
in the northwest, for instance, or farm 
problems for the midwest — will also 
be placed on a spot basis. 


MULTICHROME DEVELOPMENT. 
Color made further, steady advances 


last month. Some of them were: 

@ General Electric’s progress report 
on color tube production. Feeling their 
developments “hold much promise,” 
J. M. Lang, general manager of the 
tube department, noted, however, “a 
lot of work remains to be done.” 

The target is a 22-inch rectangular, 
three-gun tube, known technically as a 
“post acceleration” tube. Advantages 
of the G.E. model include increased 
operating tolerances, the possibility of 
decreased circuitry costs and, notably, 
greater brightness. 
within a room of varying lighting 


Demonstrations 


produced a bright, “seeable” picture 


“TELEVISION AGE is not 


only must reading . . 


| 
| Must Reading . . . 
| 
| 
| 


. it has set 
an important leadership mark 
for the entire industry.” 


TOM CARSON 


Timebuyer 
Benton & Bowles 
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J. M. LANG 
Lots of work to be done 


even when shown in a_ brilliantly 
lighted interior. 

While G.E. already has spent “sev- 
eral million dollars” on color tv sys- 
tems, its tube is still developmental and 
“probably will miss the 1956 market.” 
Said Mr. Lang, “We have not con- 
tributed to the substantial losses which 
some people have experienced due to 
premature entry into the color tv 
market.” 

Noting it is “not unreasonable” to 
expect a color market for 6 million 
sets by 1960, he nevertheless con- 
trasted progress of color with that of 
b&w in its early days: “We must re- 
member that it is unwise to compare 
the inception and introduction of a 
revolutionary communications 
medium to merely a change, no matter 
how attractive, in that medium.” 

@ Simultaneously, Westinghouse an- 
nounced a 22-inch tube for color, re- 
portedly to be ready for production 
within a year. Its advantages are that 
it will need merely the voltages and in- 
sulation of standard b&w tubes, it can 
be manufactured right along with 
b&w tubes and it will cost less than 
color tubes currently on the market. 

@ Color receiver sales may well 
reach the l-million level in 1957, ac- 
cording to Robert W. Galvin, executive 
vice president of Motorola, Inc. Brack- 
eting industry sales at 50,000 this year 
(the TELEVISION AGE set count lists 
22,400 color receivers), he felt the 
number may rise to 300,000 in 1956. 
Like Mr. Lang, he agreed that network 
color programming is of vital help in 
promoting color set sales. 


@ NBC announced that 102 affiliates 
are equipped to carry network color- 
casts in color to some 90 per cent of 
all tv homes and an impressive 31 of 
them also are capable of originating 
color, usually on film. 

But 16 of the stations can originate 
color live. They include wBaL-tv Bal- 
timore, WBEN-TV Buffalo, wBapP-Tv Ft. 
Worth, wFrBM-Tv Indianapolis, KNXT, 
KRCA and KTLA Los Angeles, WTMJ-TV 
Milwaukee, wcco-tv Minneapolis, 
wosu-Tv New Orleans, wcss-Tv and 
wkca-Tv New York, wKY-TV Oklahoma 
City, wMtv Omaha, woal-Tv San An- 
tonio and KRON-TV San Francisco. 

@ Cunningham & Walsh’s eighth an- 
nual study of New Brunswick, N. J., 
indicated the average resident would 
pay $336 for a color set with a screen 
between 18 and 21 inches. Local deal- 
ers there actually sold five sets, how- 
ever, because of the World Series colo1 
showings. 


GROWTH OF THE CLOSED CIR- 
cult. “Television as a ‘communica- 


tions tool’ was barely known in the 
beginning of 1955, despite tv’s spectac- 
ular success as an entertainment and 
news medium,” James L. Lahey, gen- 
eral manager of Dage Television Div., 
Thompson Products, Inc., told the Na- 
tional Electronics Conference in Chi- 
cago. 

But now things are beginning to 
change — via closed circuit. 

Lahey. predicted that closed circuit 
equipment sales this year will be well 
over $4 million, thus passing the total 
for all closed circuitry from its incep- 
tion to date. 

There was no doubt that business 
was discovering how to use tv for 
private meetings. On Oct. 13, some 
1,000 salesmen and retail dealers gath- 
ered at 100 NBC affiliates for a closed 
circuit, live colorcast on behalf of 
Hallmark Cards, Inc. Purpose: To ac- 
quaint them with The Hallmark Hall 
of Fame which started Oct. 23 with 
Alice in Wonderland. NBC president 
Pat Weaver (absent in Europe) spoke 
on film, the Hallmark president and 
sales manager explained their corpora- 
tion’s advertising policy and program 
host Maurice Evans and _ producer 
Jack Rayel introduced the show. Re- 
sult: a national sales meeting for Hall- 
mark and an excellent preview for 
Alice. 








~~ 
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Washington 


RETURN OF CONGRESS. Preity 
soon it will be January, and in Wash- 
ington that means Congress will be 
back in session. The committees will 
get organized and examine the various 
bills referred to them for considera- 
tion. They will pigeon-hole most of 
them, and hold hearings on others. 
The committees will issue reports on 
these hearings and words will flow in 
the Senate and the House. 

One thing the legislators will talk 
Why? 


everybody talks about television, and 


about is television. Because 
Congress, when you come right down 
to it, is a cross-section of everybody. 
People write to their Congressmen 
about tv. They write about subscrip- 
tion tv, about beer commercials, about 
crime and horror programs. Some 
want to know why there’s no station 
in their communities or why they don’t 
get the big network shows. Many can’t 
understand why they don’t get the big 
fights on tv anymore and why they 
should have to pay a theatre to see 
them. 

How many letters have been written 
to Congressmen as a result of television 
would be difficult to determine, but the 
number is probably astronomical. This 


Memo 





correspondence is, naturally, reflected 
in speeches on the floor, in bills in- 
troduced, in questions asked and 
observations made at committee hear- 
ings, in material inserted into the 
Congressional Record. Certainly, tele- 


vision has its impact on Congress. 


COMMITTEES, TOO. It’s no wonder 
then, considering the importance that 
tv has assumed in American life, the 
billions that have been invested in 
sets and the power of the medium, 
that Congress is constantly concerned 
with it. What the FCC does - 


not do 


or does 
—is scrutinized by the Senate 
and House Interstate Commerce com- 
mittees from which communications 
legislation originates. What the Depart- 
ment of Justice does in the anti-trust 
field, what the Federal Trade commis- 
sion does in protecting the public 
against false and misleading advertis- 
ing, what the NARTB does through 
its Code are being watched by the 
staff experts of the various committees 
and reported to the committee or sub- 
committee members. 

Unless the FCC has come up with 
an acceptable (to all interests) solu- 
tion to the uhf-vhf problem by the 


time Congress convenes, a prospect 
which appears 
written, it’s a safe bet that the coming 


remote as this is 


session will see plenty of fireworks 
directed at the agency. Sen. Warren 
Magnuson, (D., Wash.) chairman of 
the Senate Interstate Commerce Com- 
mittee, has scheduled hearings on the 


Whether 


he can make this date is questionable, 


problem beginning Jan. 17. 


as the committee is still without special 
counsel for the inquiry, but it’s quite 
likely there will be hearings. 

If uhf is scrapped by the FCC and 
no alternative action taken to provide 
the ultra high stations with vhf chan- 
nels, the pressures on Congress will be 
tremendous. Even if some, but only 
a minority, of the u’s are kept as a 
“nucleus,” there will be loud cries 
from all of the hundred or so uhf 
operators who will doubtless accuse 
FCC of sacrificing them to take care 
of a relatively few vhf applicants. 


REPERCUSSIONS. [his would have 
its repercussions on the “hill” and 
there would be demands to go after 
the FCC’s scalp. 
would be called to testify. They might 


The commissioners 


not get too warm a reception. 

Whether or not Sen. Magnuson goes 
ahead with hearings, there’s a good 
possibility that the House Interstate 
Commerce committee, under chairman 
Priest (D.. Tenn.), will look 
into the FCC’s handling of the uhf 
problem. 


Percy 


Rep. Priest is particularly 
concerned that sufficient station facil- 
ities be provided to support as many 
If the FCC is 


willing to settle for only three net- 


networks as possible. 


works as the future pattern for tv, it 
may have Priest to answer to. 

Rep. Priest is also concerned with 
the growing power of the networks in 
the field of television programming and 
its effect on the freedom of the stations. 
It will be recalled that he told the 
NARTB convention here in May that 
many Congressmen feel that the broad- 
casters are abdicating more and more 
of their responsibilities to the net- 
works. If this feeling grows stronger. 
he said, there will be a demand for 
legislation to give the FCC greater 


regulatory power over the industry. 
MANY POSSIBILITIES. There are 


many bills before the House which 


(Continued on page 84) 
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Wash Memo (Cont'd from 83) 


may set off hearings in the field of 
television. One, by Rep. Carl Hin- 
shaw (R., Calif.), would classify sub- 
scription tv as a common carrier and 
therefore subject to rate fixing by the 
FCC. Another, by Rep. John Heselton 
(R., Mass.), would empower the FCC 
to limit the amount of program time 
devoted to advertising. Another, by 
Rep. Emanuel Celler (D., N. Y.), 
would prohibit stations from charging 
viewers fees for tv programs. Another, 
by Rep. Frank Chelf (D., Ky.), would 
prevent the FCC from deciding the 


subscription tv issue against the will 
of the public. Another, by Rep. John 
V. Beamer (R., Ind.), would preclude 
the Commission’s denying a tv license 
to an applicant because of newspaper 
ownership. 

In the monopoly field, hearings may 
be held by both the Senate and the 
House in their respective Judiciary 
committees. Sen. Harley Kilgore (D., 
W. Va.), who is chairman of the Sen- 
ate Judiciary committee, has been hold- 
ing back an inquiry into tv only be- 
cause of possible conflict with Sen. 
Magnuson’s plans. But if Sen. Magnu- 
son does not move in this direction, 


One for the Road 


An unrehearsed and non- 
union actor on Farm Facts, 
wol-Tv Ames a couple of weeks 
ago gave Farm Director Dale 
Williams a few rough moments. 
Williams was interviewing insect 
poison expert Earl Raun. In the 
middle of an insecticide demon- 
stration a friendly fly appeared, 
walked across the table straight 
for the poison while an alert 
cameraman gave the audience a 


close-up. The fly helped himself 
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but then, instead of dropping 
dead as televiewers had been told 
he would, walked away with ap- 
parent unconcern. (Things like 
this can give a farm director 
ulcers.) Fortunately, a moment 
later back walked the fly, took 
another slug of poison and 
toppled over, feet in the air. 
Since the camera caught the 
entire episode the day, and the 
program, were saved. 


Sen. Kilgore is almost certain to do so. 


. He is concerned about network dom- 


ination of tv, newspaper ownership of 
stations, possible monopoly aspects of 
subscription tv and multiple ownership 
of stations. 

With a national election coming on, 
Congress may also take another look 
at the cost of campaigning via tv. A 
Senate subcommittee headed by Sen. 
Thomas C. Hennings, Jr. (D., Mo.). 
which held hearings on this subject 
last spring, heard proposals that a 
certain amount of free time be allotted 
to each major party for the Presiden- 
tial election. It won’t be surprising if 
further inquiry is made on this issue. 


IMPACT OF IKE’S ILLNESS. 
The change in the political outlook as 
a result of President Eisenhower’s ill- 
ness will have its impact on television, 
assuming the President doesn’t run 
again. For one thing, the plans of the 
Republicans for a short campaign fol- 
lowing the August convention with in- 
tensive use of tv will have to be revised. 
Without the President as their candi- 
date, the Republicans can no longer 
count on a few well-timed tv appear- 
ances to sew up the election. They 








will have to start campaigning just as 
soon as the nominee is chosen to sell 
their candidate. This should mean 
greater use of tv. 

Without Ike, the chances of the Re- 
publicans’ regaining control of Con- 
gress also are lessened, and it will be 
necessary for candidates for the Senate 
and House to campaign all the harder. 
They will use tv as never before, and 
stations and networks should benefit. 

Because their prospects for winning 
the Presidency are so much better, the 
Democrats will probably be able to 
raise much more money for the cam- 
paign than they would otherwise. That 
will mean that they, too, will spend 
more for television. 


Greater Uncertainty 


The President’s illness also indicates, 
as of now, greater uncertainty as to 
the choice of nominees for the Demo- 
cratic, as well as the Republican party. 
It’s to be expected, therefore, that 
national interest in the conventions 
will be at an all-time high and that 
the nation’s eyes will be fixed on the 
tv screen. 

By the time the conventions are held, 
some 40 million homes will probably 
have sets. This is about double the 
number of tv homes at the time of the 
1952 conventions. With such an audi- 
ence, Betty Furness can sell a lot of 
refrigerators. 


POLITICS AND THE FCC. 
The change in the political horizon will 


also have its effect on the FCC, if it 
isn’t already affecting the thinking of 
the commissioners. It’s generally be- 
lieved here that with their chances of 
taking over the government so much 
improved, the Democrats will refuse 
to confirm Commissioner Edward Web- 
ster for another term should he be 
renominated. Webster’s term expires 
on June 30. He is an Independent in 
politics, and the Democrats now have 
only two of their party on the seven- 
member Commission. Foreseeing vic- 
tory in November, the Democrats in 
the Senate will doubtless want to re- 
move the Republican, majority on the 
Commission as soon as possible. By 
rejecting Webster, they can force the 
President to appoint a Democrat. Of 
course, there is the possibility that 
Webster may not seek reappointment 
or that the President may not renom- 


Banker Talent 


In Chattanooga bank officials 
are television Not 
only that, but, like any other tv 
star, they have their own auto- 


celebrities. 


graphed photos available on re- 
quest. It all started when George 
M. Clark, president of the Pio- 
neer Bank of Chattanooga, intro- 
duced the bank’s senior officers 





The 


joint 


on WDEF-TV Chattanooga. 
- bank had just assumed 
: sponsorship of the Ziv syndicated 

program, Mr. District Attorney. 

Later other officials were intro- 

duced on tv. On each occasion 
friends and acquaintances made 
much of the appearances, men- 
tioning them whenever they saw 
the bankers and sometimes fa- 
cetiously asking for an auto- 
graphed picture. A wide-awake 
publicity man seized on the gag 
and had photos made up. Now 
whenever a friend mentions tv to 
one of the executives he is imme- 
diately handed the autographed 
photograph. President Clark be- 
lieves the gag has proved a good 
promotion for the bank. While 
he feels bankers may not be as 
smooth in their tv performance 
as professional actors the advan- 
tage of having officers recognized 
and better known by potential 
customers more than offsets any 


lack of polish. 








inate him. But in either case, there 


would be a change on the Commission. 


IF THE DEMOCRATS WIN. 
Should a Democratic President be 


elected, the Democrats will have an- 
other opportunity to change the politi- 


Commission 
McCon- 
naughey’s term expires June 30, 1957. 
Whether he would want another term 
under a Democratic 


cal complexion of the 
when Chairman George C. 


administration, 
which would immediately designate a 
Democratic commissioner as chairman, 
is unlikely, but it’s doubtful he could 


have it. The 


want a Democrat in his place to assure 


administration would 
a four-member majority on the Com- 


mission and alignment with party 
policy. 

Who would become chairman of the 
Commission if the Democrats win the 
election would probably depend on who 
would be President. Robert Bartley 
is now the ranking Democrat on the 
Commission and would appear to be 
in line for the post. But Robert Mack 
or whoever succeeds Mr. Webster could 
be designated. It’s quite possible a 
Democratic President might want to 
bring in a new commissioner for the 
job. In that case, he would wait until 


Mr. McConnaughey’s term expires. 


A Natural... 


“I not only read TELEVISION 
AGE, I like to read it. It speaks 
my language. I consider it im- 
portant that I do not miss a sin- 
gle issue and so I get my issue 
at home.” 


PETE MOORE 


Advertising Manage: 
Dodge Division 
Chrysler Corp 
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Audience 


Size Measurements” goes a long way 
toward explaining these differences. 


(Cont'd from 51) 


“As you know, the Advertising Re- 
search Foundation’s Committee on this 
subject is still working on the problem. 
They hope to make further progress in 
resolving these differences. 

“Articles such as Mr. Dorrell’s do a 
good service. They point up to the 
industry the importance of the work 
currently engaged in by the ARF. They 
help to make sure that this work will 
be done, and with maximum alacrity. 

“This letter is written as an indi- 
vidual. It does not necessarily repre- 
sent the views of the Advertising 
Research Foundation.” 


There were other comments from 
competent authorities echoing Dr. 
Deckinger’s belief that “the ARF is a 
proper agency to undertake a project 
of the magnitude necessary to docu- 
ment once and for all the confusion in 
ratings.” 

Supporting the Dorrell article Dr. 
Robert Ferber, research associate pro- 
fessor of economics at the University 


7] “ 
A Must eee 
says PAUL PRICE, TV Advisor, 


Allied Artists Productions, 
Hollywood, of: 


TELEVISION 
Program Production 





ant and Agency Representative; for- 
merly Producer-Director, NBC-TV . 


INDISPENSABLE GUIDE for all con- 
nected with TV — Packed with up-to- 
the-minute help on staging, lighting, use 
of graphic materials, etc.; discusses to- 


gram formats — extempore, educational 
and demonstration, drama, comedy and 
variety, special events and sports. Ex- 


cials. Covers new problems raised by 
color TV. 23 ills. 360 pp. $5 


JOHN GUEDEL, Producer of “You Bet 
Your Life,” “People Are Funny,” ete. 


@ Send for this book. Save 
postage by remitting with or- 
der. S:itisfaction guaranteed. 


THE RONALD PRESS COMPANY 








15 East 26th St., New York 10 
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by CARROLL O’MEARA, TV Consult. | 


“The most thorough, easy-to-understand | 
book I ever read on broadcasting.”— | 


day’s best techniques for various pro- | 


plains remote telecasting, kinescope, tape | 
recording; writing, producing commer- 


of Illinois, makes the following com- 
ment: 

“In September’s TELEVISION AGE, 
Ward Dorrell pointed to the existence 
of huge differences among the audi- 
ence measurements of the three main 
tv measurement services — American 
Research Bureau (ARB), Telepulse 
and the Nielsen Station Index (NSI) 
— principally between ARB and the 
other two services. The ARB esti- 
mates appear to be far below those of 
Telepulse or of NSI in the daytime 
and in the early evening but, para- 
doxically enough, do not differ very 
much from the others in the rest of 
the evening. A conclusive answer to 
these differences is not likely to be 
obtained without empirical research, 
but a few moments of reflection would 
nevertheless seem highly fruitful. 


Too Large, Too Consistent 
“The differences between the ARB 


daytime ratings and those of the others 
are too large and too consistent as 
between cities to be brought about by 
random sampling variations, the usual 
bogey of statisticians. These differ- 
ences really exist. Although the spe- 
cific cause of the differences is not 
easily identified in advance, it does 
seem possible to narrow the range of 
possibilities by a little a priori reason- 
ing. 

“First, the cause must be peculiar to 
the distinctive methods used by these 
services to obtain their information. 
In other words, it is not likely to lie 
in the practices which the services 
have in common — interviewer selec- 
tion, use of probability sampling, etc. 
—for if so, it is not likely that such 
differences would be obtained. 

“Second, it is more probable that the 
ARB estimates are low than that the 
estimates of the other services are high. 
This follows partly from the preceding 
observation and partly from the fact 
that it is otherwise hardly conceivable 
that two services conducted independ- 
ently and using such different methods 
as do Telepulse and NSI should pro- 
duce fairly similar audience ratings — 
at least relative to ARB. 

“Proceeding on the basis of these 
observations, we may ask what dis- 
tinctive features are there in the ARB 
technique that might lead to such dif- 
ferences? Basically, there would seem 


to be two — the sampling of telephone- 
owning homes only and the use of a 
weekly diary without any mechanical 
proddings (in contrast to the NSI 
approach). 

“It is the writer’s conjecture that 
either or both of these lies at the heart 
of the trouble, most probably some 
type of under-recording bias. Also, 
with either of these factors, hypotheses 
suggest themselves readily to account 
for the paradoxical existence of much 
lower ratings by ARB only in the day- 
time and early evening. For example: 

“1. Only one person is usually in 
the home during the day and is there- 
fore more likely to forget to record 
listenership. 

“2. The housewife, who is generally 
the one home during the day, is so 
busy with housework and other things 
at times that she may forget to record 
when the set is on. This busy period 
extends through the dinner hour. 

“3. Housewives in telephone-owning 
homes tend to watch tv less than other 
housewives. This might be because of 
the higher economic status of the 
former (translates possibly into more 
trips out of the home during the day — 
bridge clubs, beauty parlors, etc.) or 
simply because they are so busy sit- 
ting on the telephone all afternoon. 

“This focusing on ARB does not 
mean that the Telepulse and NSI 
estimates are necessarily correct. Dif- 
ferences between the two services are 
substantial enough and occur frequently 
enough to warrant investigation in 
itself of the effect of the techniques on 
the estimates obtained. The fact of 
the matter is that there are reasons 
for suspecting that either rating may 
be too high or too low (depending on 
the relative influence of the possible 
biases in each technique). 


Great Need Highlighted 


“Perhaps the moral of this whole 
problem is to highlight the great need 
of the industry for impartial research 
on various audience measurement tech- 
niques, particularly to a) ascertain 
the validity of the techniques presently 
used in relation te each other, and b) 
seek to develop improved measurement 
techniques. Not only would such re- 
search be of immeasurable value to tv 
stations and advertisers, but it is also 
likely to be of considerable benefit to 
the measurement services, themselves.” 
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in the 
area 
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NO OTHER INDIANA 
TV STATION 
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Households state-wide: 
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WFBM-TV INDIANAPOLIS 
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- 
November 1955 9:00 |-_—A8¢ ces nec ABc ces nec asc | ct 
: _ ~ 
The Morn- T | 
2 H ing Show 7-9 a.m. | | 
elevision § °: = | | 
Various | sponsors i | 
Sponsors 
9:30 ab : > = ‘ 
: T —~ 
A Ee Capt. Kangaroo | 1 
8-9 a.m. | 
9:45 | Various | 
| sponsors | | 
| 
Network Program fj 10-00} — ———_—_—_+—_—_-— — 
Garry Moore School 
M.-Thu., 10 10-10:30 | Pinky Lee lam 
art 10:15 10:30., Fri. Gen. Mills- M 
10-11:30 Wander Co. | Show (L) ( 
Key: All times shown are Eastern Standard (tL) MS Prod. Tat’? | 
(EST). All programs televised in color are 10:30 ——_ —— +-- — +—_——Shoe-tt)—_ - + —-———— + — ———— 78 a = 
indicated by initial © and date in lower | Colgate,P.&G. 
left-hand corner of block. ee given in } Manhattan . : Paul 
lower right-hand corner of block is start- Soap Winky Dink Winchell Le 
ing date, unless otherwise indicated. F. 10:45 arth | and You : ow An 
Film: L, Live; ®, Participating Sponsor- | 6 + ad | Search For (Sust.) Tootsie Rolls ( 
ship; S, Sustaining; Alt., Alternating; Ti rey _, Beauty | (Ll) 
LS, Last Show n° yr Gpenseeee 11:00 toes | ime Chas. Antell Jf 7 
(see footnote); TBA, To Be Announced. | ee Sh if T " ———<— 
. “ 10 :30-11:30 
FOOTNOTES (Lt) MS | Home Capt. Midnight Fury 
CBS—‘‘Garry Moore Show™’ (M., Th., b:t5 | Various Wander (F) 
10-10:30 a.m.; Fri., — a.m.); 10 | | Sponsors Gen. Foods 
10:15, Mon. — Bristol-Myers. . — Alka | 
Seltzer. Wed.—Masland Exp. 11/9, Lever 11:30 * anes | 
St. 11/16. Th.—Scott Paper Co. Gen. Mills as 7 — —— Pe 7 a ew » ————— 
—10:15-30, Mon. Serta Assoc. St. 11/14 Strike It | Tales of | , 
Alts. A. E. Staley. Tu.—Kellogg. Wed Rich } Texas } Mr. Wizard . 
Simoniz. Th.—Toni, alt. wks., Chum King 11:45 (L) | (t) Ranger 
Fri., Lever—10:30-45, Fri.—S.0.8 . General «L) Ca 
wks.. CBS-Hytron, 10:45-11. Fri. Colgate Mills Co. (s 
verted Rice. . wks. Prudential. 
12:00 } —— =e Seen ae 
Sane . Valiant Lady | : : 
Mon. Minnesota (see footnote) bi Big Top = 
Thu.—Dow Chemical. $2:15 hove Of Life rae _ (L) 12-1: 
745-11; J Am. Home ° Ideal 
Kellogg. Wed. — Bristol-Myers, = Products (L) | ret 
ellogg; 11-11:15: Mon. — Laver TOs... . s oe } = 
Tue. — Frigidaire, Wed — Lever, Thu 12:30 aac | T ——— 
Frigidaire ; 11:15-30; Mon. “Thu. —Pills- Gee Feather : 
| Your Nest National Faith For 
9-15 P&G 
F., 12-12:15 p.m.); 12:45 Se _ (L) Dairy Today 
Mills: Tue.— The Guiding rare Colgate- Co. vaith for 
: Q (M.-F., 2-2:30 Palmolive Today, Inc 
* s** 2-2:3 > K 
_m.; 22:15 p.m.—Wed.—Corn Prod. Fri 1:00 a 
a thy “& Williamson. te = 3. k. 3 
p.m.; 2:15 p.m., —Lanolin P The Jack Lone Ran 
ger College Press 
(C ° 215 Parr Show | . 
usaonel on page 101) (Sust.) | Gen. Mills 1-1:30 p.m. 
MONDAY TUESDAY WEDNESDAY THURSDA 
ABC ces NBC ABC ces NBC ABC cBs NBC ABC \ 
—— 
| 
6:15 
6:30 Z Ee _| . ioe Le 
| | 
6:45 
CBS-TV News CBS-TV News CBS-TV News ces 
Whitehall Pall Mall | Ronson P 
7:00 — —— + Se . =s 4 - $$$ 
Kukla, Fran Kukla, Fran Kukla, Fran Kukla, Fran 
: & Ollie & Ollie & Ollie . & Ollie 
7:5 (L-Coop) jr Tohn Daly 1 
John Daly | CBS-TV News John Daly CBS-TV News Miles Lab. CBS-TV News oop = 
7:30 |___Miles Lab. | Whitehall Tidewater Pall Mall Ronson 
° —_-— - + — +—_—__ —— }+—— ——_—__f 
j Tony Martin Dinah Shore Eddie Fisher 
Topper ps obey ay Show Show The Lone S¢ 
7:45 Stand. Brands Saleen Webcort Asso. Name That Chevrolet Brave Eagle Coca Cola Ranger | of: 
(alt. wks.) (alt. wks.) Prods. Warner une a ee ‘ T. B.A. a Gen. Mills Qu 
Wildroot “Camel News ae White Hall Garecen th) Disneyland — Amer. Daits 
8:00 _ Caravan Liggett & | Caravan (L) 
| yers, AM sfotors; T ——— —_— 
TV Reader's | Burns & General Am. Dairy, | 
| F Electric, } Navy Log j “ Screen i C 
8:15 mantener | bh Monsanto | Maytag a Derby Arthur God- Directors aah 
“a } (alt. wks. (alt. wks.) Foods | frey And Playhouse ; 
Packard | General Mills Caesar’s H Sheaffer Each a His Friends Kodak Admiral Com. I 
“ ae oer | is every 3 weeks 1st half-hr. : 
8:30 |} Remington | Martha Raye | Toni Co. 
Nana onuw 
Arthur Ged- ° M-6-M Tait. WES.) 
Voice Of frey’s Talent oe You'll Never Sunbeam, RCA Parade CBS-Columbia Father Stop The 
Firestone Seouts (L) Wyatt Earp Get Rich & Whirlpool ‘Amer 2nd half-hr. Knows Best Music s 
8:45 Firestone Lipton Tea | Parker Pen, } R. J. Reynolds Chevy Show Tobacco, | Pillsbury . F Necchi, 
Tire & & Soup | Gen. Mills | (alt. wks.) Chevrolet Gen. Foods | (alt. wks.) Scott Paper Quality 
Rubber Co. (alt. wks.) | Amana | Kellogg Co. Co. Foods 4 
3:00 a Toni a 
' Love Luey Medic Thomas a matte sone Wasaw's — Millionaire 
(F) Sarter reside 
. Dotty Mack P&G Show It. ‘ Pharma- «L Star ' 
9:15 Show (alt. wks.) Dow Chem. Am. Tob., ——— oe. ceuticals, Colgnte- a Tonight 
Gen. Foods (see footnote) pag oy ticals Gamble = Inc. . Fepeeee eave Brillo 
“9 nomar o. 
9:30 —— a Se ee - (alt. wks.) (L) 
~ —~ — ~ +—— —_—_— —_—— + —_— — 
Red Skelton Circle Theatre , ir . Down You Ge 
December Du Pont Pet Milk Arachne Ive Got A Kraft Foods Western Unia| § 
ride Calvaleade Secret Co. F 
9:45 + - (alt, wks.) (alt. wks.) Procter & 
H General Foods sie Theatre : Playwright (L) mble 
Montgomery — Johnson Hour Reynolds American Hom 
10:00 } Presents Pontiac F Products § py 
e — —— -f---- — —— — — 4 — HO $—- — ~~ ———--__— - - - 
| 8. C. The Break the Bank mie = 
Studio One samen. , t Dodge Division 7 Seen: yu 8 
10:15] The Big Picture esting- (sRchiek . wea — oe eS en Outside U.S.AP Cg 
house Products ye General Hazel Bishop Ge 
e Pabst & Electri . 
“ Mennen (alt. wks.) ih a 
10:30 + —— | peLwa eee esi, ‘ (alt. wks.) nited ix : e. _4—. 
1 States Steel ) as a 
} a wi cao Big Town Hour Midwestern 
10:45 aumeene Lever Bros. United ae j 
Mot: AC Spark Plug States Steel itehall H 
,, Motors ‘0. Pharmacal 
Frigidaire Div. (10-11 p.m.) 





























































































































































































































MONDAY-FRIDAY SATURDAY SUNDAY 
ABC cBs NBC ABC css NBC ABC ces wBC 
Welcome | Uncle 
1:45 | Trave' | Johnny Dean Pike 
: (L) = Coons Pressbox 1:30-2 Frontiers of 
Procter & | wer Bees. Preview Faith 
md } se jambie Co-op (L) 
—_- + + ie 
° Robert Q. | | 
2:15 tere | | Amer 
| ms i aventory 
— (AEE EEE 
— - + + —— 
| 
Upe ete Linkletter’s Youth Wants 
my Foe 2:45 House | Te Know 
( Party NCAA Football [2-5] | General 
(L) s* j } Dynamics 
i NBC Matinee } | Games National 
= —_}—_—— 3:00 a 1 — 
= Big Ten-Pacific + - + 4 — 
The Bi (Participating) | Football 
Leck Up pe Oe elenik Coast Football 
And Live 3:15 (L) Colgate | Games League Dr. Spock 
(L-S) (M-W-F) Matinee | Amana Beechnut 
(8-Tu.-Th.) | Refrigeration Games 
aoe = ae a 3:30 ———EE + Nov-5 + ep sponsored-by + - + — 
Bob Crosby it Pays Te Be Nov. 12 
Show Married Falstaff i —~ ay Ses Parate 
3:45 (L) Procter & 
us° Gamble } Aveo Brewing 
$$ __—<——$__——+ 4:00 = 2 - oon. f | Gen. Cigar Corp. oon 
Brighter Day | Date With Life | Schick Wits. Wide 
Contest P&G (L) | Borden G ng 
Carnival 4:15 Secret ‘Storm First Love Co-op sen sears 
(Sust.) (L) Am. Andrew J Face the 
Howe a Nation 
Sust 
[. a os —. 
"Capt. Hartz or - 
Winky Dink Hartz Prods. On Your Mr. Sweeney : 
and You Account Miles & Lot's Take 
12-12:30 p.m. No 4:45 Procter & __Nat’l Biscuit a Trip 
ideal Toy Corp Net. Gamble Modern | Sust } 
12-12:15 p.m. Service Romances 
_ J a oe 5:00 Colgate _ = 
‘aith For Barker Bill Football Super Circus | Maurice Evans 
Today Wed. (Sust.) Pinky Lee Show Scoreboard Chunky Presents 
aith for 5:15 Fri. Gen. Mills Participating Dow Chemical Chocolate | Hallmark 
day, Inc. Mickey Mouse Sponsor Corp. | Color 
Kellogg Club Omnibus 
a Brit “American 5:30 - r ot = — is T aLtd__+ 
Hickok Forum Various of Canada 
lege Press Howdy Doody | Scott Paper 
Conf. 45 Various 5-6:30 p.m Capt. Gallant 
1:30 p.m. — Heinz Co 
oto 
URSDA FRIDAY SATURDAY SUNDAY 
ABC cBS NBC ABC cBSs NBC ABC csBs NBC ABC ces NBC 
! | Omnibus 
| | Alum Ltd Meet the Press 
| } of Canada Johns - Manville, 
Scott Paper Co Pan American 
| 5-6:30 p.m 
—_—_}+—— ¢ + _—_—__—__ _—__— + — —-+ — —- + _ 
} | | You Are 
| The Luey - Tere, Rey Rogers 
# - ow clec c Cos 
CBS-TV News | CBS-TV News Lebn & Fink | (alt. wks.) Gen. Foods 
Pall Mall | Ronson | Prudential 
= SSS... 8. ———E———— ———— + ——— 4a —_ + - ee | —— a 4 _ - 
ukla, Fran Kukla, Fran Lassie 
& Ollie ¥ & Ollie | Gene Autry ‘io c = , It’s a 
John Daly | CBS-TV News | ~~ John Daly | - | Skippy Peanut (alt. wks.) rest Lite 
Tidewater f PallMall | -) ~- eR Wrigley Butter Kellogg Coser Sep 
= ——_____+—______— 7 1 : | Se eban ated sae } _ pokiot ; | 
> | Adventures 
The Lone Sgt. Preston Dinah Shore The Adventures of | Eddie Fisher } Beat The The Big ‘ait ou 
Ranger | Of The Yukon of Rin Tin Tin Champion Coca Cola Clock Surprise Private Frontier 
_ — Quaker Oats ___Chevrolet National T. B. A. Plymouth News 7 (t) ‘ Speidel, Secretary Reynolds 
; a fee . Sylvan “ . 
oe Biscuit Co. Car. Ozark Jubilee yivania Purex — Film Am. Tobacco Metals 
| eee Be ... é eat a fi stews io. : fas estiva 
Bob The Adventures Truth or Every 3th wk: Tf » + ~ - — _ + ——__—_—_——— + —— — 
fe ls Wort} Cummings You Bet on : Consequences jeastenacter, 
i any ae be Life Ohne tot Point, Gen. Foods P. Lorillard ae tow tay Sew Perry Como 0’ Cedar, Colgate Variety 
— Reynolds _— 0. Ralston Purina J Show Johnson & The Ed Hour 
Quaker Oats Johnson, Sullivan 
Telechron 8-9 Goll Seal Carter how 
2» p.m. } Kleenex Beltone Toni (Ly 
Stop The ; . | Dormeyer (Partic.) Lincoln 
Music Cgwer of The Pesoie’s Cross Roads “5 oy oes Sie | | a | Mereury Colgate 
by jars oice Chevrolet Motor Jackie Gleason 4 r > i 
Quality Every Borden Div. ’ Gen. Foods | “Wulck Motcrs | Palmolive 
Foods 4th Week 
—- ——___—_}—_ —— —— —- ———— ———S ee 
t(D aw Big Story | Two For | 7 T ht amacaeaeiteetnaeite 
Star Chrysler Dragnet Dollar A Second ta nel a “in The ro | People Are Cones ofa Theatre 
Tonight Corp. Liggett & Mogen David Reynolds ‘ | P. Lorillard Funny Santieaio (F) 
Brillo Myers Wine . ‘oni, _ Lameneese- General = 
| The Lawrence Papermate Emerson Drug Electric Television 
Welk Sho | (ait. was.) Playh 
—__ ae 3 Sheaffer Goodyear 
own You Ge a ead aks ~ Pla ra . a — ——_—— . . Po A 
estern Unia Playhonne of — or See Dodge Division It’s Always eo. Alfred Alcoa 
Procter & (F) Ford Theatre The Vis Schlitz Campbell Soup Jan Texaco Pharmaceu- | Witeheock 
Gamble Singer Ford Motor Co Sterling Drug Brewing Co. ’ P&G Star Theater inn | = fa 
nerican Hon Alt Wks —_ Co. (3 cut of Texas Co. Bristol 
Products ony 4 weeks) | Myers 
_ nas a 7 —__—_—— —_—_—— —_—_—— }——_______ 
a Cavaleade of Gunsmok Geo. Gobel | “Appointment | : 
smoke eo. Gobe | 
side USAR catty Ethel & Albert Brown & Sports ; Liggett & ~ i Loretta Young 
Carson Sh Tomorrow's , | } Show 
G 1 Fond Ralston Purina Williamson Careers Myers Pet Milk, Life Begins | Adventure P&aa 
eneral Foods Lux Video Co. (alt. wks.) (3 out of rmour at 80 P. Lorillard } 
Theatre Procter and Gillette 4 weeks) Pharmaceu- | 
— __ Gamble ticals, Inc. | 
Lever Bros. iguana ——pamon— seananeee — + —— = 
Person To 
Wanted - Runyon Your Hit What's My | , 
jAimerican sy “Red, Barber's Theatre Parade Line? (L) =| Amer. a 
ome Prod. footnote) ou en Aghonset A mes, Tobeces, , ogee 
Ins. Co. by =< Lambert a 
_}—— aa ~ — Ba a weeks) an 
Ford Star Sun. News | 
Jubilee Special | 
Ford Motor Co. Norwich (L) | 
9:30-11 p.m. 
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MICHIGAN’S SARAN WRAP 
GOES NATIONAL 








Good Michigan raw materials have been transformed by The 
Dow Chemical Company’s product research and marketing 
ability into a new “best seller” in grocery stores — fabulous 
Saran Wrap! Dow makes 600 other chemical products, em- 
ploys thousands of Michigan citizens, 








Saran Wrap preserves food flavor 
and freshness! 


First a “bubble’—then a film— 
then Saran Wrap! 


WOODIand-TV is big territory! 





Dow’s rapid growth to a position of prom- 
inence in the chemical industry, has stim- 
ulated the growth of Western Michigan as a 
whole. Dow .. . and other nationally famous 
companies throughout WOODland-TV .. . 
have made this a big market, in every sense 
of the word. 


WOOD-TV’s constantly expanding facilities 
are the natural outcome of this sound area 


WwooD-TV 


GRAND RAPIDS, 
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MICHIGAN 


development. First station in the country to 
deliver 316,000 watts from a tower 1000’ 
above average terrain, WOOD-TV gives you 
all the important communities like Midland, 
Muskegon, Battle Creek, Lansing and Kala- 
mazoo — plus the primary trading center of 
Grand Rapids. For top coverage of this rich 
Western Michigan market, schedule WOOD-TV, 
Grand Rapids’ only television station! 





GRANDWOOD BROADCASTING COMPANY * NBC, BASIC; ABC, SUPPLEMENTARY . ASSOCIATED WITH WFBM-AM AND TV, INDIANAPOLIS, 
IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 7 WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 








TELEVISION AGE 


hree definitive policies with respect 
to cut-ins on network shows now 
face tv stations. 

NBC had previously taken its posi- 
tion that the charge on cut-ins should 
be a flat fee, based on mechanical 
rather than a percentage of the time 
charge. 

CBS up to now had maintained a 
strict “hands off” policy on cut-ins and, 
therefore, the fees and rates were estab- 
lished by the station dealing direct with 
the agencies. 

Recently, however, CBS has asked its 
affiliates to accept a flat 7 per cent of 
its hourly rate for cut-ins. The network 
reports that 85 per cent of its affiliates 
have accepted this proposal, which 
went out in the form of a wire a few 
weeks ago. 

Meanwhile, the Station Representa- 
tive Association has gone on record 
with its “SRA Standards of Practice 
for TV Cut-In Announcements”. The 
SRA resolution is as follows. 

Cut-in announcements into network 

programs, whether live or on film, 

will hereafter be identified as spot 
announcement business, and quoted 
at the published station announce- 
ment rate, subject to the usual dis- 
count frequency. Cut-in announce- 
ments on film will be quoted at the 
film commercial announcement rate. 

Live cut-in announcements, includ- 

ing live voice over film, will be 

quoted at the live commercial an- 
nouncement rate. 

To date, there remains no clear-cut 
industry policy with respect to cut-ins. 
The stations are naturally concerned 
that the cut-in practice might expand 
to the point of jeopardizing spot 
revenues. The networks and large ad- 
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a four-week 
review of 
current activity 
in national 
spot tv 


vertisers such as P & G (who now spend 
almost a million dollars a year on cut- 
ins) maintain that the cut-in is a neces- 
sary device to give geographical flexi- 
bility and to make their network com- 
mercials more effective. It has, they 
contend, no relation to spot. 

The Radio and Television Admin- 
istration Committee of the American 
Association of Advertising Agencies 
will meet this month and the subject 
promises to be on the agenda. 

However, in the last analysis, the 
cut-in rate is a station decision and the 
uniform establishment of an industry 
policy will be decided by the stations 
themselves. 


AMERICAN OIL CO. 
(The Joseph Katz Co. Adv., N. Y.) 


Amoco has added three stations to its 
coverage of the Washington Redskins 
professional football games, bringing the 
total to 21 (see a, Spot Report). The 
additions are WAIM-TV Anderson, WNCT 
Greenville, N. C. and WNAO-TV Raleigh. 
Edward A. Fonte, media director, is 
handling. 


CHARLES ANTELL, INC. 
(Product Services Group, Inc., N. Y.) 
The company is placing five-minute films 





Beverly Turner, promoted to timebuyer 
at McCann-Erickson, Inc., N. Y., han- 
dles Westinghouse, American Safety 
Razor, Columbia Records and others. 





REPORT 


for “Star-Nail.” At last count the markets 
carrying totalled 50. Herman Liebenson, 
media director, is handling. 


ARMOUR & CO. 
(N. W. Ayer & Sons, Inc., N. Y.) 


Ayer has taken over a large share of 

the Armor account from John W. Shaw 
Agency in cman. The schedules started 
by Shaw will probably continue as planned. 
For Miss Wisconsin Cheese, company 
placed evening times in 24 markets, 
wherever possible adjacent to news, _ 
weather and sports shows. The starting 
date was around Nov. 1. Other markets are 
to be added on Dec. 1 and Jan. 1, 

the ultimate goal is about 50 markets. 
Another Armour product, Cloverbloom 
Margarine, is currently using spots in 

12 southern markets. As yet this account 
has not been transferred to Ayer. The 
third product involved in the shift is 

Dash g Food. Dash just finished a . 
five-week campaign in Phila., with special 
premium features. Any immediate 

future spot activity for Dash depends 

on how the company evaluates the 

Phila. test. Marjorie Freeman is the 
timebuyer. 


AVOSET CO. 

(Harrington-Richards Division, San 
Francisco of Fletcher D. Richards, Inc.) 
A campaign for Qwip, a pressurized dairy 
cream, has started in over 60 markets, as 
predicted in August Spot Report. Schedules 
run from four to seven weeks. Virginia 
Miller is the timebuyer. 


BAVARIAN BREWING CO. 
(Peck-Heekin, Inc., Cincinnati) 

The beer company is sponsoring five NBC 
Film Division series in four Ohio markets. 
It is showing three different shows in 
Cincinnati and Columbus and four on the 
NBC list in Dayton and Zanesville. 


BLOCK DRUG CO. 

(Emil Mogul Co., Inc., N. Y.) 

The agency has just taken over Block 
Drug’s Sentrol from Grey. Until new plans 
are set.up, the schedules now running 
will continue. ‘A good chance for more 
activity seems likely around the first of the 
year. Another Block product, a new one 
called Laxium, should also get some tv 
action early. in-’56. It is now being tested 
by the company. .Ed Tashjian is the 
timebuyer on these two products. 

Tv spot plans for Block’s Poslam are being 
set, also to start in early ‘56. Lynn 
Diamond is the timebuyer. 


BLUMENTHAL BROS. CHOCOLATE 
Cc 


(Feigenbaum & Wermen Adv. Agency, 
Phila.) 


The candy company is in the midst of a 
13-week saturation campaign that will 
take it through to the end of this year. 
It is using ID’s, as many as 80 a week, on 
WNAC-TV Boston, WMAR-TV Baltimore, 
WPTZ Philadelphia and WPIX, WABC-TV, 
WRCA-TV New York. The chances are 
good that the present schedules will 
not only be continued but also expanded to 
other markets. Stanley Goldstein, tv 
and radio director, is the contact. 


(Continued on page 93) 
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THE BIG sTICcK 
THAT paACcKS A 
SELLING PUNCH 


HEIGHT: 


1685 feet above average terrain (tall- 
est structure in Texas) 


POWER: 
316,000 watts 


ranking Metropolitan 
its rich surrounding trade area. 
TARGET DATE: “MID- DECEMBER” 


BONUS SELLING PUNCH: 

Programming designed with a “Feel 
for the Market” 

WHICH MEANS: 


To sell this rich market your only buy 
is WFAA-TV, Dallas 


FAA-TV \ 


or 
Yk eGae 
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Spot (Continued from page 91) 


BOSTWICK LABORATORIES, INC. 


(Ovesey & ne. Ine., N. Y.) 


The company is promoting its new oven 
cleaner called with saturation 
schedules of minutes and 20's in N. Y., 
Phila. and New England +B AR, The 
agency also reports that it plans to extend 
this saturation a re all over the 
country and expects to place business 

in over 100 markets. David Strauss III, 

v. p., handles the account. 


BRISTOL-MYERS CO. 
(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 


Sentry, B-M’s new fluoride dentifrice, 
recently assigned B is ing 
tested with day and ni ht minutes in 
———, Columbus, O., Richmond and 
N. The peceen resent 13-week 
schedule carries Lg until the end 
of the year. After that, the chances are 
good that the company will extend its 
mot coverage throughout the country. 
more Scanlan is the timebuyer. 











Shipping Spots 


Agencies wanting to locate that 
filmed spot — sent by mistake to 
San Jose instead of Sarasota — 
don’t have to worry. It’s as good 
as found, thanks to a shipping 
plan now offered by Bonded Tv 
Film Service. 

The plan, in short, is a print- 
handling set-up, with Bonded 
taking over for the agency mail 
room. “With thousands of spots 
being produced annually and go- 
ing out to hundreds of tv stations 
daily, handling them has become 
an important—and frequently 
bottlenecked — aspect of agency 
operations,” says Chester Ross, 
president of Bonded Tv (See 
“The import of transport,” TELE- 
VISION AGE, March, 1955). 

On behalf of the agency, 
Bonded will follow through on 
the lab order, make a quality 
check of release prints, separate 
and mount prints, pack them, 
label them, ship them, handle 
associated materials and — im- 
portantly — keep track of them 
with up-to-the-minute shipping 
records. The service will be 
“completely coordinated” so that 
a customer can get a full report 
on the status of any order at any 
time. 

On the other side, all film pro- 
ducers are eligible to participate 
in the service plan, with more 
than 18 of the leaders already in 
on the film- and time-saving op- 
eration. 











BLEVINS POPCORN CO. 
(Simon & Gwynn, Nashville) 


This account is gettin, ready to buy 
announcements in children’s tv shows in a 
few selected markets for Pops-Rite 

Popcorn. H. N. Gwynn, partner, is the 
timebuyer. 


CARTER PRODUCTS, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Ine., N. Y.) 


Carter is adding markets to its Arrid 
and Rise Shave Cream announcement 
schedules. Jean Carroll is the timebuyer. 


CLAYTON LABORATORIES, 
SUBSIDIARY OF THE GROVE 
LABORATORIES, INC. 


(Dowd, Redfield & Johnstone, Inc., 
N. Y.) 
Will be testing for its Citroid cold 


remedy in Chicago, Cleveland and Detroit 
beginning at the end of Pee. Bow and 
ed minutes will and 


COLGATE-PALMOLIVE Co. 


(Lennen & Newell, Inc., N. Y.) 


After a delay because of film = ~ sa 
Colgate started using day and 
minutes for its new bar soap in bledo, 
—prene and Pig - aw "plans are for 

pick up coverage 
around mE ry frst of '56. Jeanne Jaffe is the 
timebuyer. 


CUSTOM PAINT & CHEMICAL CO. 


(Fiore & Fiore, Jersey City) 


The company is testing for its floor finish 
Yearlon, using saturation schedules of 
day and night minutes on WCHS-TV 
Charleston, W. Va. and WOAY-TV 

Oak Hill. More spot will definitely be 
used. The decision will be made two 
eeks as to how this omenal 


m ue 
testing in smaller markets, at the a 
time promoting the ees oth 
products, or to go right a loree scale 

campaign the major markets for 
Yearlon. A lot depen 
The eastern seaboard 


— _— 
ill new territory to be 


Lf a “al Fiore, exec. v. p., is the 
timebuyer. 


THE DRACKETT CO. 

(Young & Rubicam, Inc., N. Y.) 

The maker of Drano and Windex is in 
44 markets with daytime minutes, some 
live but most are on film. William Dollard 
is the timebuyer. 


DRUG RESEARCH CORP. 


(Kastor, Farrell, Chesley & Clifford, 

Inc., N. Y.) 

Agency just took over Sustamin 2-12 

account and has put placements alread 

| by former ency into effect. 
ese are day and night minutes, some of 

which are co-op. where buys will be 

made soon, and here too, the —— 

will buy some and others will be co 

Jack B. Peters, v. p. and media direc 

is the timebuyer. 


DURKEE FAMOUS FOODS DIVISION 
OF THE GLIDDEN CO. 


(Meldrum & Fewsmith, Inc., Cleveland) 


The present Durkee compaien covers 17 
markets for a period of eight weeks, 
usin, two announcements per week on 
children’s shows. Muriel Mack is the 
timebuyer. 


FRONTIER FOODS CORP. 


(Brooke, Smith, French & Dorrance 
of the Pacific Coast, Ine., San Fran- 
cisco) 
= west coast distributors of E-Z P. 

rn have placed schedules of minutes 


20’s on children’s shows in 13 weste 
snasioets. Doris Williams is the teusbuyer. 


E. & J. GALLO WINERY 


(E. E. Fisher Associates, San Fran- 

cisco) 

In the west and mid-west Gallo is 
msoring the syndicated half-hour film 

he Adventures of Sherlock Holmes, 

produced by — on  -——s and 

distributed by & » Inc., in the 


on the company’s 





Sam Vitt, timebuyer at Biow-Beirn, 
Toigo, Inc., N. Y., active with Hudson 
Pulp and Paper and Knickerbocker 
Beer. 


11 markets: San Diego, San 

Santa Barbara, Salinas, Chico, 
Eureka. ie Falls, Great Bend, Wichita, 
Steubenville and Youngstown. Other 
markets are being added, the oguney 
states, as rapidly as desirable station 
time can be cleared. 


E. & J. GALLO WINERY 


(The Getschal Co., Inc., N. Y.) 


Lm agency handles Gallo in N. Y., Conn. 
N. J. On Oct. 21, Gallo began two 
a 9S. shows and an announcement 
schedule of 23 spots per week in N. Y. 
It also has spot P schedules in Buffalo, 
Rochester, Syracuse and Watertown. The 
next buys will be in Conn. Al Sessions, 
formerly a timebuyer at Biow-Beirn-Toigo, 
and now tv & radio director at Getschal, 
is the timebuyer. 


GRIFFIN MFG. CO., INC. 
(Bermingham, Castleman & Pierce, Inc., 
N. Y.) 

Look for Griffin shoe polish to increase 
its advertising budget in ‘56. The program 
is still in the formative stage but 
indications are that tv spot — get a 
large share of the upcomin fa 
appropriation. Robert Rowel os the 
timebuyer. 


CHARLES GULDEN INC. 


(Charles W. Hoyt Co., Inc., N. Y.) 


The mustard company is in tv for the first 
time with a six-week schedule of ID's 
which started Oct. 31 in Boston and 
Providence. If this test effort goes over 
well, Gulden will take on more spot in 
most of its distribution areas. These are 
mostly in the northeast and middle 
Atlantic sections plus a few diverse 
locations such as Chicago, Los Angeles, 
Cleveland and Miami. Douglas Humm is 
the timebuyer. 


H. J. HEINZ Co. 
(Mazon, Inc., N. Y.) 


The company is introducing six new 
frozen soups. While other media is 

being used first there may be a test 

tv spot market or two in the near future. 
Tom P. Maquire, business manager of tv 
and radio, is the timebuyer. 


HUDSON PULP AND PAPER CORP. 
(Biow-Beirn-Toigo, Inc., N. Y.) 
Hudson has started schedules in key 
markets but is still buying. The paper 
company intends to reach a total of 30 
major markets. It is using saturation 
schedules of filmed 20’s both 
Sam Vitt is the timebuyer. 


INDEPENDENT GROCERS’ 
ALLIANCE 


(Reach, Yates & Mattoon, Inc., N. Y.) 


The Alliance of Chicago, Ill., bought a 
children’s hour film of stories and cartoons 
called Popcorn Theatre which it placed 

in 47 markets throughout the coun 
(The money coming from the wholesa er’s 
in each area.) The series which runs on 
Saturday mornings, started in five 
markets on Oct. 29, with the rest coming 
up on a staggered schedule. Richard 
Gordon, media director, is the timebuyer. 


(Continued on page 94) 
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INTERNATIONAL MOLDED 
PLASTICS, INC. 


(Product Services, Inc., N. Y.) 


The maker of Brookpark Dinnerware has 
a 15-minute demonstration film which it 
wants to place on a one-time basis—with 
renewals, if desired, in over 100 markets. 
Herman Liebenson, media director, is 
handling. 


INTERNATIONAL SALT CO., INC. 
(Batten, Barton, Durstine & Osborne, 
Ince., N. Y.) 
The maker of Sterling Salt is setting 
up a tv spot campaign. yd ID's will 

» an average of 12 daytimes a week. 
International now has radio schedules 
in 40 markets and the intention is to 
place tv in all of these same markets, or, as 
many as fill the bill. The first two tv 
markets will be Cincinnati and Columbus, 
O. Art Berla is the timebuyer. 


KELLOGG CO. 


(Leo Burnett Co., Inc., Chicago) 


ba ay is introducing its new cereal “K” 
with heavy spot schedules in 25 markets, 
10 announcements a week, five day and 
five night. Company will expand its 

spot on a national, year-’round basis, 
buying ag for the first 13 weeks, 
then cutting back somewhat for the 
remaining 39 weeks. Eloise Beatty is the 
timebuyer. 


THE EDWARD KENNETH CORP. 
(Product Services, Inc., N. Y.) 


The maker of KornX, a foot remedy, ha 
a_ 15-minute demonstration film it is . 
a op on a one-time basis. Company 
looks to go into over 100 markets. 
Herman jiebenson, media director, is 
handling. 





Correction 


In the October issue of TELE- 
VISION AGE, the North Dakota 
Broadcasting Company ran an 
advertisement which said “In 
Minot and Bismarck, John Boler 
has no competition,” and which 
also stated that “there is no ques- 
tion about who listens to whom 
in western North Dakota, be- 
cause Boler’s stations have no 
competition there.” 


These statements were an inad- 
vertent error on the part of the 
agency which prepared the ad. 


Station kxjB-Tv does have def- 
inite competition from Station 
KFYR-TV serving Bismarck since 
December 1953 Channel 5 with 
100,000 watts. 
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Sally Reynolds, timebuyer at Scheideler, 
Beck & Werner, Inc., N. Y., is placing 
spots for Manhattan Soap and Mueller. 


LAMBERT PHARMACAL CO. 
(Lambert & Feasley, Inc., N. Y.) 


The company has bought 43 markets for 
its five-minute across-the-board film, as 
covered in the October Spot Report. 

It still has seven more markets to buy 

to reach its goal of 50. William B. Hinman 
is the timebuyer. 


LEE LTD. 
(Foote, Cone & Belding, Inc., L. A.) 


Sof-Set has bought six participations 
weekly on CKLW-TV Detroit Million 
Dollar Movies for 26 weeks. This, as 
indicated in the Sept. Spot Report, 
augments similar purchases in N. Y. and 
L. A. Lydia Hatton is the timebuyer. 


LEVER BROS. CO. 


(Ogilvy, Benson & Mather, Inc., N. Y.) 


Lever is still ge test markets for Dove 
(see Spot Report for May and July). 
The plan is for the product to get a 
full-scale spot campaign by the first of 
the year. Ann Janowicz is the timebuyer. 


LEVOLOR LORENTZEN, INC. 
(Friend, Reiss Advertising, N. Y.) 


As predicted in July Spot Report this 
maker of venetian blind parts has already 
bought minute announcements in 
nighttime feature film shows in N. Y., 
Dallas. Agency is lookin 
to make similar buys in as many as 17 
more markets before the end of the year. 
Ed Ratner, tv and radio director, is the 
timebuyer. 


LIBBY, MCNEILL & LIBBY 
(J. Walter Thompson Co., Chicago) 


On behalf of Libby’s Baby Foods, a series 
of 15-minute shows entitled It’s Baby Time 
has been started in some 25 markets. 
Tee V. Watson is the timebuyer. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


The company is just finishing a four-week 
campaign for Lipton tea in 35 markets. 
Good chance a similar campaign will 
be coming up soon for Lipton soup. 
Thomas Comerford is the timebuyer. 


LUCKY LAGER BREWING CO. 


(McCann-Erickson, Inc., San Fran- 
cisco) 

In addition to its sponsorship of the NBC 
Film Division series The Great Gildersleeve 
(see August Spot Report), the beer 
company is using spot announcements on 
27 stations in nine western states. 

Keith Lanning is the timebuyer. 


MANHATTAN SOAP CO. 
(Scheideler, Beck & Werner, Inc., N. Y.) 


The company is now following up its 
spot placements in 10 markets in Fla., Ga., 
S. C. and parts of N. C. with more buys 
in N. C. And as quickly as distribution 
is set up in the rest of the country for 
Protex, a deodorant soap, tv spot 

will be used along with other media. 
Sally Reynolds is the timebuyer. 


MENNEN CO. 
(Grey Advertising Agency, Inc., N. Y.) 


The company will be promoting Mennen 
Skin Magic for women via spot beginning 
the first of the year in five markets for 
eight weeks. Joan Stark is the timebuyer. 


PHILIP MORRIS, INC. 
(Biow-Beirn-Toigo, Inc., N. Y.) 


Beginning around Nov. 1 the cigarette 
company put into effect sizable increases 
in its schedules in each of its 50 markets 
(see June Spot Report). No new markets 
were added. The pattern of the new 
buys was determined by the need in each 
individual market. Where a region was 
adequately covered at night the company 
filled in with day placements and vice 
versa. Isabel Ziegler is the timebuyer. 


MOTHER’S CAKE & COOKIE CoO. 
(Honig-Cooper Co., San Francisco) 


This bakery euquetention. as indicated in 
the Oct. Spot Report, is sponsoring 
ABC Film: Syndication’s Sheena, Queen of 
the Jungle for 13 alternate weeks in 
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Los Angeles, San Francisco, San Diego, 
Fresno, Sacramento, Chico and Salinas 

It also presents a Pacific Coast Conference 
football roundup over KHJ-TV Los 
Angeles. John . Davis, media director, 
is the timbeuyer. 


C. F. MUELLER CO. 
(Scheideler, Beck & Werner, Inc., N.Y.) 


Company has added Phila. to its list of 
markets carrying minute announcements. 
Sally Reynolds is the timebuyer. 


MYTINGER & CASSELBERRY, INC. 
(Dan B. Miner Co., L. A.) 


The maker of Nultrilite Food Su plement 
is thinking of buying “tailor-made’ 
programs in all parts of the country. 

Kay Ostrander is the timebuyer. 


NATIONAL PRESTO INDUSTRIES, 
INC. 


(Arthur Grossman Advertising, Chi- 
cago) 

The maker of Presto Cookers and other 
home appliances is switching to the 
newly-organized Grossman agency, 
effective Jan. 1. The company plans to 
introduce several new products in ‘56 

and intends to do this with the largest 
ad campaign in its history. It is expected 
that tv spot will get a good share o 

the appropriation. 


NATION WIDE INSURANCE CoO. 
(Ben Sackheim, Inc., N. Y.) 


The agency has presented Nationwide 
(formerly Farm Bureau Mutual Auto In- 
surance Co.) its advertising recommenda- 
tions for 56. The word is that tv is 
definitely in the ee. How much play 
spot will get will depend on whether or 
not company buys a network show. 
William Galker, media director, is the 
timebuyer. 


NEHI CORP. 


(Compton Advertising, Inc., N. Y.) 


Agency has been reviewing account 
completely. Have just about sunk their 


sunecnunnasnenennnnennoniaene 


Daytime Film Strips 


The trend in film programming 
: that is being watched very care- 
fully by stations is the schedul- 
ing of half-hour syndicated shows 
in daytime across-the-board 
strips. In Philadelphia Official 
Films’ My Little Margie has been 
slotted in a 1:00-1:30 p.m. spot 
: replacing a cooking show and has 
: bagged a 8.9 rating. The pro- 
: gram is being used as a spot 
Other markets that have 
similarly scheduled programs on 





carrier. 


a five-day-a-week basis are WFAA- 
Tv Dallas, w6Nn-TV Chicago, KGUL- 
tv Galveston-Houston, wsIx-Tv 
Nashville, WHBQ-TV Memphis and 
WISH-TV Indianapolis. 





teeth into account, a spokesman said. 
Chances are good that tv spot will get 


biggest bite of next year’s appropriation. 


Frank Sweeney is the timebuyer. 


JOHN OSTER MFG. CO. 
(Diamond and Sherwood, Inc., San 
Francisco) 


Spot schedules for the company’s 
Do-it-yourself tool kit are running in 
San Francisco, Stockton, Tulare, Fresno 





and Eureka. James Diamond, account 
executive, is the contact. 


PEPSODENT DIVISION OF LEVER 
BROS. CO. 


(Foote, Cone & Belding, N. Y.) 


Pepsodent will probably start its tv spot 
activity in some key markets soon 
Night times will be sought. 

Richard C. Pickett is the time buyer 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., N.Y) 
Buys are still being made particularly in 
the warmer areas. Like most candy 
companies Peter Paul doesn't like to start 
its campaign until cool weather comes 

to a market. Robert Wulfhorst is the 
timebuyer. 


PFEIFFER BREWING CO. 

(Mazon, Inc., Detroit) 

The beer company is running announce- 
ments in Minneapolis-St. Paul, Rochester, 
Minn., Fargo, Bismarck, Valley City, 
Minot, Sioux ‘Falls, Sioux nh Eau Clair, 
Grand Rapids, Lansing, Kalamazoo, 

Bay City and Detroit feiffer’s is using 
half-hour programs in Minneapolis-St. Paul, 
Rochester, Minn., Austin, Fargo, Valley 
City, Lansing, Bay City, Grand Rapids, 
Traverse City, Cadillac, Detroit, Elkhart, 
South Bend, Ft. Wayne, Cleveland, Lima 
and Toledo. Jack alsh is the timebuyer 


PHILLIPS PETROLEUM CoO. 
(Lambert & Feasley, Inc., N. Y.) 
The Oklahoma oil company is still buying 
markets for Ziv’s I Led Three Lives (see 
Oct. Spot Report). It is now in 42 
markets with the film series and more 
still to be added. William B. Hinman is the 
timebuyer. 


PILLSBURY MILLS, IN¢ 


(Leo Burnett Co., Inc., Chicago) 
Company is considering a large spot 
competes for one of its key products 
While a great deal of secrecy surrounds 
this campaign, report is that the agency 
has come up with a new copy slant to 


(Continued on page 96) 


Whenever you use anything made of glass, it’s almost a 


certainty you're in touch with Toledo, glass capital of 


the world. And in addition to glass manufacturing, 
Toledo is listed among the leaders in 11 of the 19 
industrial classifications! 





Along with Toledo, WSPD radio and television give 
you 18 other counties for complete saturation of our 
billion dollar market. The Toledo area is sold on WSPD 
—for 33 years the voice of Northwestern Ohio. 
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NOW AVAILABLE 


Three-ring, leather 
binder for the 


Television Age 


SPOT REPORTS 





You will now be able to keep these 
important SPOT REPOR in 
a own binder — at your elbow 
for quick reference. The SPOT 

RT is an important review 
and preview of spot activity that 
can mean business for you. Here 
are some comments on the SPOT 


REPORT: 


The SPOT REPORT is very informative. 
In capsule form, it keeps us up to date 
on ty spot activities. With time so lim- 
ited, it certainly is a welcome feature. 
ArTuur PARDOLL 
Director of Broadcast Media 
Foote, Cone & BeLpINnc 


Each month I look your SPOT RE- 
PORT over very carefully. 
Douctas H. Hum, Timebuyer 
Cuartes W. Hoyt Co., Inc. 


I read SPOT REPORT because it helps 
me get a picture of the trend in spot 
activity. 
Ann Janowicz, Timebuyer 
Octtvy, Benson & Matuer, Inc. 


Keeping fully abreast of competitive 
development in spot is almost an 
impossible task. The constant change 
in trends, practices, standards, etc.. af- 
fects the planning and strategy of all 
advertisers. It is a definite aid to have 
a regular source of current happenings 
in spot TV which TELEVISION AGE 
is now providing. 

FRANK oe Director of Media 

SULLIVAN, STAUFFER, CoLwELL 

& Bayes, Inc. 


The SPOT REPORT is a must with me. 
Reccie ScHEUBEL 
Reccre Scueuse, Inc. 
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444 Madison Avenue, New York, N. Y. 
Please send me..... binders at $2.00 each. 
Name: 
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Richard C. Pickett, timebuyer on Pep- 


sodent, also buys for Magnavox and 
Clairol. 


S pot (Continued from page 95) 


be used in the spot promotion. Bowen 
Munday is the media group supervisor on 
the account. 


PLYMOUTH MOTORS DIVISION, 
CHRYSLER CORP. 


(N. W. Ayer & Son, Inc., N. Y.) 


The co-op campaign for the '56 car 
started around Oct. 21 in some 50 

markets. The len, of the schedules 

in each market mds on the money 
available in each of the co-op funds. 

Some are running for 10 days and “par as 
long as two months. Helen Hartwig i 

the timebuyer. 


REGAL PALE BREWING CO. 


(Guild, Bascom & Bonfigli, Inc., San 
Francisco) 

The beer company will soon be coming up 
with schedules of 20-second animated 
announcements in Northern Calif. markets. 
Richard F. Tyler is the timebuyer. 


REMBRANDT INTERNATIONAL 
(David J. Mahoney, Inc., N. Y.) 


The South African company just bought 
peaent LF gapenn from Riggio Tobacco 
ae and is making its first foray into 
markets with it. Ad plans, at this 
time, are still in formative stage and 
probably won't be ready for at least three 
months. However, a spokesman told 
TELEVISION oe “It is ae. —— that 
* Roger umstead 
media pL, “is oe timebuyer. 


RICHFIELD OIL CORP. 
(Local distributors) 


Richfield and its distributors have co-op 
schedules of cartoon minutes set up in 
six markets along the eastern seaboard. 
More markets will be added soon. 
{Agensy Y) Morey, Humm & Johnstone, 
ne., N. 


HAROLD F. RITCHIE, INC. 
(Atherton & Currier, Inc., N. Y.) 


The company is spot active for Scott’s 
Emulsion, Brylcream and Eno. For Scott's 
it has start a 17-week schedule of 
minute film announcements in 40 markets. 
For Brylcream it is considering adding 
markets to its current list (see Feb. Spot 
Report). The Eno Salts test schedules 

will continue until end of year, decision 
on next year’s activity in about a month. 
Hubert R. Sweet, media director, is the 
timebuyer. 


ROTO-BROIL CORP. OF AMERICA 


(Product Services, Inc., N. Y.) 


Roto-Broil has a 15-minute demonstra- 
tion film which it wants to place 

on a one-time basis, with re- 

newals, if desired. Agen is looking 
to spot this film in over 100 markets. 
Herman Liebenson, media director, 

is handling. 


JACOB RUPPERT BREWERY 


(Biow-Beirn-Toigo, Inc., N. Y.) 
Overall advertising plans are being made 


now to take in the Companys 2 Pies 
areas—New England and P 

Spot should be in for a fair share 

of the appropriation. Sam Vitt is is the 
timebuyer. 


SAFEWAY STORES, INC. 
(Ruthrauff & Ryan, San Francisco) 


The company ut launched an 11-week 
campaign for its Lac-Mix, instant dry 
milk, in the following markets: San 
Francisco, Los Angeles, Seattle, Salt 
— We Portland, Fresno, Washing- 

Butte, Great Falls, El Paso, 
Wichita, “aan Diego, Phoenix, Denver, 
Oklahoma City, Spokane, Tulsa, Dallas, 
Little Rock, Sacramento, Omaha and 
Kansas City. Virginia Crawford is the 
timebuyer. 


SANDURA CO., INC. 
(Hicks & Greist, Inc., N. Y.) 


The maker of Vinyl Plastic floor, _ 
counter and wall coverings is buying half- 
hours in selected markets. Vincent Daraio 
is the timebuyer. 


SAWYER’S, INC. 


(Carvel, Nelson & Powell Advertising, 
Portland) 


The company is reported to be looking 

to place announcements—minutes, 20’s and 
ID’s—preceding, during or following the 
Mickey Mouse Club — Disneyland. The 
campaign is mroges % be nationwide and 

to run through a 


SELCHOW & RIGHTER CO. 
(Norman, Craig & Kummel, Inc., N. Y.) 


The game maker, which has schedules 
running in some 33 markets, will increase 
its frequencies in these markets 
for the Christmas season. Mary Dowling 
is the timebuyer. 

(Continued on page 98) 


Ad Lib Research 


A study by Dr. Ernest Dichter 
may be responsible, in part, for 
the current trend toward more 
ad libbed .commercials. The 
Dichter bulletin was circulated 
as an office memo at one leading 
Madison Ave. agency. It said 
in part: 

“Arthur Godfrey’s success, 
when analyzed scientifically, can 
be based on the fact that he be- 
haves on the screen the way you, 
the listener, feel you would be- 
have if you were asked to adver- 
tise a product. We rewrote some 
commercials for one of our 
clients. The announcer, instead 
of being forced to read 100 per 
cent perfect copy was invited to 
ad lib. The copy included 
brackets within which the an- 
nouncer could insert comments 
on the weather, the way he felt 
today, or what he did before he 
came to the studio. Our tests 
showed that such ad libs were 
not only loved by the frustrated 
announcer but that the audience 
too felt that the man they had 
possibly seen over and over came 
to life for the first time.” 






























what's in a name? 


Do you recognize this mighty fortress? Possibly not. It’s Uncle Sam’s 
60,000-ton super carrier, the USS SARATOGA, the world’s 

largest warship and sister ship of another giant, the USS FORRESTAL. It’s 
not the name. It’s the PERFORMANCE that counts when Uncle Sam 

builds a ship for the line. It’s the same when you are deciding on a tv 
and/or radio station representative. If you’re looking for performance 
. .. performance delivered with a mighty punch, you’ll decide on the 


JOHN E. PEARSON COMPANY. For JEPCO stands for performance 


. . . performance based on experience, service and know how. 


John E. Pearson Company 


Radio and Television Station Representatives 





EPCO : 

sae New York, Chicago, Minneapolis, Atlanta, Dallas, Los}Angeles, San Francisco 
HOW THE 
WIND 
BLOWS 
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...in reprints from Television Age 


Invaluable research and reference data that can save you time and money in 
working out your television problems. 


Advertising Prospects: 
(0 2000 Timebuvers...A list of the men and women responsible for placing 
90% of the tv spot advertising in the United States 50¢ 


C1 Spot Outlook... Exclusive advertising-wide story of what’s happening this 


0 Spot Report... Each month, 70 to 75 new spot campaigns, breaking, about to 
break, and in the advanced planning stage 

0 Leading advertisers not in Television 

O Rich Rural Market... What farm buying power means to television... 

O) The Missing Giant... Why department stores are tv-shy, and what can be 
done about it 


Successful Advertising Campaigns: 
0 General Mills, Ford Motor Company, Armour & Company, Kraft Foods, 
Hazel Bishop, Proctor & Gamble each 20¢ 


Agency Profiles: 

Their organizations and philosophies, with emphasis on the media departments. 
0 BBDO, Leo Burnett, Compton Advertising, Bryan Houston Inc., Grey Adver- 
tising Agency, Kenyon & Eckhardt Inc., Lennen & Newell, Needham, 

Louis Brorby . each 20¢ 


Television Films: 

0 How to Finance Film... Methods, criteria, and policies of major banks. .20¢ 
00 The Import of Transport...The how and why of film distribution......20¢ 
0 What Price Film Commercials. ..The cost of a tv spot, in dollars and cents .20¢ 
0 Film and Color... How the Syndicators are gearing for Color..........20¢ 
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© Color in the Living Room...Prospects of bigger sets at lower prices... .20¢ 
O Tool Up for Color... 

Equipment manufacturers available with station needs . -. -20¢ 
O Color for Advertisers... Color proves a magnet for television advertisers. .20¢ 
O) Color Pulls Customer Interest... Viewers reaction to color commercials. . .20¢ 


Rates and Ratings: 

O How to Rate Ratings ‘ aA 
O What Price Television... A survey of network and local rates. 
O TV Rate Picture... Timebuyers view rate card ills...... 


Also: 

0 Picture History of Television ... The pictorial story of a visual medium. .50¢ 
0 The Fort Wayne Story... How television turns strangers into customers. .25¢ 
0 How Big is Television ... In terms of money and meaning oeseeaene 
O Eisenhower, TV President. . acvaeanee 
0 The Typical TV Boss. .. Introducing a composite of all station managers. .25¢ 
0) Slot Machine TV...A station manager’s view of toll television........20¢ 
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Take advantage of this wealth of source material 


Send your order to: Reader Service Department, 


Television Age 
444 Madison Ave., New York 22, N.Y. 
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SHWAYDER BROS., INC. 


(Grey Advertising Agency, Inc., N. Y.) 
The maker of Samsonite mgeage b 5 
bought into NBC’s TNT plan 

addition, there’s “something else vy M4 fire.” 
Joan Rutman is the timebuyer. 


SPERRY OPERATIONS, DIVISION 
OF GENERAL MILLS, INC. 


(Dancer-Fitzgerald-Sample, Inc., San 
Francisco) 


In a new campaign for Sperry Drifted 
Snow, 20 Pacific Coast stations are being 
used. Animated spots carry the message in 
all Pacific Coast markets except Los Angeles. 
Schedules will continue through first 
quarter of '56. Dexter Glunz, v. p., is the 
contact. 


THE STROH BREWERY CO. 


(Zimmer, Keller & Calvert, Inc., De- 
troit) 


The beer company is sponsoring the 
Detroit Red Wing hockey games which are 
being telecast cooperatively on Detroit's 
three stations as well as on WJIM-TV 
Lansing, WKNX-TV Saginaw, WWTV 
Cadillac and WPBN-TV Traverse City. 


THE TONI CoO. 

(Tatham-Laird, Inc., Chicago) 

Toni is placing day and night 
announcements on 59 stations. Don Grasse 
is the timebuyer. 


THE TONI CO. 


(Weiss & Geller Advertising, Inc., 
Chicago) 

Company is buying minutes for Toni 
Home Permanent. After Dec. 1 this account 
moves over to newly formed North 
Advertising Agency, Chicago. (see In the 
Picture) Jack C. McCord is the Weiss & 
Geller timebuyer. 


UNITED GAS CORP. 
(Bozell & Jacobs, Inc., Shreveport) 


The company is sponsoring TPA’s 

Count of Monte Cristo half-hour series in 
the following nine markets: Shreveport, 
Lake Charles, Monroe, Jackson, Miss., 
Beaumont, Houston, Lufkin, San Antonio 
and Tyler. The showings start on varying 
dates beginning Nov. 6. More markets will 
be bought, probably about 15 in all. 
Walter T. eiffer, v. p. and branch 
manager, is handling. 


UNITED STATES TOBACCO CO. 
(Kudner Agency, Inc., N. Y.) 


For Encore cigarettes the company is 
using more than 25 spots, including weather 
spots, in addition to the weekly half-hour 
film Fabian of Scotland Yard, on WRCA-TV 
N. Y. In Phila., Encore sponsors Favorite 
Story on WPTZ plus a substantial amount 
of spots. The next market coming up for 
this account is Washington, D. C. Marjorie 
Scanlan is the timebuyer. 


VIENNA: SAUSAGE MFG. CO. 
(H. M. Gross Co. Advertising, Chicago) 


Vienna Sausage participates on the 

Danny O’Neil Show M-W-F on WBKB 
Chicago. It intends to place spots in other 
markets in the near future. Bettina G. Harris 
is the timebuyer. 


WESTINGHOUSE ELECTRIC CORP. 
(McCann-Erickson, Inc., N. Y.) 


There is some tv spot activity from 
Westinghouse at present but it is strictly 
co-op. Some local dealers have adjacencies 
around football games. Beverly Turner 

is the timebuyer. 


WINE ADVISORY BOARD 
(Roy S. Durstine, Inc., San Francisco) 


Announcement schedules that will run 
until Dec. 30 are being used in the following 
14 markets: Philadelphia, Detroit, St. Louis, 
Rochester, N. Y., Cleveland, Hartford, 
Phoenix, Richmond, Baltimore, Albuquerque, 
Seattle, New Orleans, Kansas City and 

San Diego. Robert L. Whitehead, v ‘ 

the contact in San Francisco, in New York 
it’s v. p. John Malone, Jr. 








Wall Street Report 


Electronics Interest. The market's 
increasing interest in television and 
electronics manufacturing during the 
past several months has led to a more 
general scrutiny of the corporate struc- 
ture and beginnings of some of the 
leading manufacturers in this field. 
Since that is properly the domain 
covered by Wall Street Report, this 
column will undertake to review the 
facts about some of these corporations 
in this and succeeding issues. 
Probably the most outstanding of 
these companies is The Radio Corpora- 
14,031,016 


shares of common stock currently sell- 


tion of America with its 
ing for around $43.50 a share. Today 
RCA is the dominant factor in various 
segments of the tv-electronics industry. 

RCA 1919 


when the U. S. Government requested 


came into existence in 
that an American company be formed 
to gain control of radio communica- 
tions in the United States, which, until 
then, had been dominated by foreign 
investors, mainly through the Marconi 
Wireless Telegraph Co. To create this 
new entity required the General Elec- 
tric Co., the main organizer, to donate 
some tangible assets. Since the govern- 
ment had enlisted the aid of some of 
the other major communication man- 
ufacturers, including Westinghouse, 
AT&T and even the United Fruit Co., 
in forming RCA, they 


prompted to turn over to the new 


were also 


corporate infant some _ worthwhile 
holdings. 

They all gave to RCA various patents 
they held in the field of radio manu- 
facture. Technically the companies be- 
lieved at the time that they were only 
sublicensing RCA to act as a central 
clearing house for all patent licensing 
in the field of radio. 

Received Patents Until 1930. 
The companies continued to turn over 
patent licensing rights to RCA until 
1930. In that year G.E. and Westing- 
house directors decided to slice up the 
rich melon they had nurtured into 
growth. RCA issued 6,580.000 shares 
of its common stock, 00 per cent to 
General Electric and 40 per cent to 
Westinghouse. The 


two companies 


were taking the stock in payment for 
basic radio licenses and radio appara- 
tus production facilities. It was at this 
point that the Federal government 
stepped back in to protect its cor- 
porate stepchild. 

The 


agreement between the three companies 


government contended _ the 
created a monopoly or trust control 
of the radio production business and 
sought to force G.E. and Westinghouse 
to yield control of their new offspring. 
Before the 
judicial minds to work the three parties 
consent with the 
Under the terms of the 
decree RCA was no longer the only 


courts could get their 


entered a decree 
Government. 


licensee for the patents held by G.E. 
and Westinghouse. This was only a 


theoretical concession. however, for 


practically speaking, very few other 
companies sought patents direct from 
these two giant electrical companies. 
deal 


It was simpler and faster to 


through RCA. 

Stock Redistributed. Meanwhile. 
the stock of RCA was redistributed by 
G.E. 


dividual 


and Westinghouse to their in- 
Result: RCA 


became a public corporation, endowed 


shareholders. 


with manufacturing facilities, the best 
possible patent position, ten years of 
experience and a wide group of stock- 
holders. Moreover, the consent judg- 
ment gave RCA a hold on the G.E. 
and other patents until Dec. 31, 1954. 
Last year G.E. 
claimed in court that RCA’s right to 
But RCA 


contended its right to be a licensee on 


and Westinghouse 


their patents had expired. 


the patents originally involved would 
continue for the life of the patent. The 
courts upheld RCA. RCA 


cannot license any new patents made 


However. 


by these companies. 

In November 1954 the Government 
charged RCA with violating the anti- 
trust laws by having restrictive con- 
trol of patents on radio and television 
and named General Electric, American 
Telephone and Telegraph, along with 
Westinghouse, as co-defendants. This 
suit is still pending. 

Here is a breakdown of the various 


(Continued on page 101) 
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When the gun failed, 


they used a tablespoon 





He xearnep acting the hard way, barn- 
storming frontier towns by barge and stage- 
coach, playing in sheds and taverns. 

One night in Houston, a Texan even sug- 
gested the troupe tour through Indian coun- 
try, carrying their stage weapons for protec- 
tion. Joe Jefferson declined. He later said he 
had shivered when he imagined himself fac- 
ing a hostile Indian and armed only with a 
stage pistol whose tendency to misfire had 
several times “compelled our heavy villain to 
commit suicide with a tablespoon.” 

By the 1860's, Jefferson was America’s 
favorite actor. When he played his famous 
Rip Van Winkle (see picture), “one-night” 
towns declared a “Jefferson Holiday.” Busi- 
ness stopped, schools closed, so that every- 
one could get a chance to see him act. 

They loved Joe Jefferson everywhere be- 
cause he was a genius at making people 
happy. And his sunny outlook still sparkles 
in the spirit of America. Like Jefferson, 
Americans still know how to travel a hard 
road and smile when the going’s roughest. 





It’s actually easy to save money—when you buy 
United States Series E Savings Bonds through the 
automatic Payroll Savings Plan where you work! 
You just sign an application at your pay office; 
after that your saving is done for you. And the rank among the world’s finest investments. 
Bonds you receive will pay you interest at the rate 
of 3% per year, compounded semiannually, for as 
long as 19 years and 8 months if you wish! Sign u . fark: : 
today! Or, if you’re self-employed, invest in Bonds United States Savings Bonds. Invest in them 
regularly where you bank. regularly—and hold onto them! 


These confident Americans are the real 
wealth of our nation. And they are the real 
reason why our country’s Savings Bonds 


That’s why, to save for your goals in life, 
you cannot find a surer, safer way than 


Safe as America — US. Savings Bonds 


The U.S. Government does not pay for this advertisement. It is donated by this publication in cooperation with the 
Advertising Council and the Magazine Publishers of America. 
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Wall St. (Cont'd from page 99) 


divisions of RCA with some clues as 
to their size and operations: 

TV sets. RCA produced about one 
million tv sets in 1954 or approxi- 
mately 15 per cent of the industry’s 
total output. In sales this accounted 
for approximately $160 million. There 
are approximately 35 million tv sets 
in use today. 

Radios, phonographs and _ radio- 
phonograph sets. The company pro- 
duced approximately 1,500,000 of these 
units last year, representing volume of 
approximately $30 million. There are 
approximately 130 million radio sets 
in use currently. RCA does not make 
radios for the automotive market. 

Records. RCA accounts for one- 
third of the nation’s musical record 
output, representing approximately $30 
to $35 million in sales. The industry 
sales volume at the manufacturers’ 
level is placed at $100 million. 


Vacuum tubes. Industry output of 
tv picture tubes totals over 9 million 
new ones and over 2 million rebuilt. 
Of the total, RCA accounts for about 
20 per cent. Industry output of re- 
ceiving tubes totals over 400 million 
units with RCA’s share placed at 120 
million units. Total dollar sales of the 
tv and receiving units is estimated at 


$35 million. 


Home appliances. This is a com- 
paratively new division, started in 
1952. Until this year it consisted of 
stoves and air conditioners, had sales 
of approximately $25.6 million and 
This year RCA 


entered agreement with Seeger Re- 
frigerator Co., Whirlpool Corp. and 


operated at a loss. 


Sears Roebuck to form a new organiza- 
tion under which a line of all appli- 
ances will be sold as the RCA-Whirl- 
pool brand. RCA will receive about 
1,157,000 of the 3,080,000 shares out- 
standing in the new corporation. 
Industrial products. RCA also turns 
out a line of industrial products. These 
include tv equipment, ranging from 
camera to monitoring equipment, 
transmitters and receiving equipment. 
RCA also turns out industrial vacuum 
tubes for the emission of signals, used 
in tv cameras and testing equipment. 


This segment of the company’s busi- 





Chart (Continued from page 89) 


“Linkletter’s House Party” (2:30-3 

H 5—M., W. Lever 
Bros.; Tu & Th., Kellogg. 2:45-3—M. - 
ie Pineapple. 


. (M. - 
p.m.); 3:30-45—Mon., Scott Paper; Tue., 
Carnation, alt. whks., * 
Simoniz; Thu., Toni; Fri., 8. O. 8., alt. 
wks.—Gerber Prods., 3:45 . 
Fr.—General Mills; Th., Scott Paper Co. 

“Person To Person” (Fri., 10:30-11 

p.m.): American Oil (East Coast): 
Fromei's Brewing (Midwest); alt. wks— 
ngs Nat'l Watch. 


ydy Doody’’ (M.-F., 5:30-6*p.m.) 
0-6—Standard Brands. Tu., 5:30 
Int'l Shoe. Tu., 5:45-6— 
é — Conti- 


“How 
M., 5:30- 
45——Kellogg ; 
Colgate- Palmolive. Wee 5:30- 
nental Baking. Th., 5:30- ek Th., 
5:45-6—Campbell Soup. Fri., 5:30-45— 
sustaining. Alt. Fr., 5:45- 
Welch Grape Juice C Co. 
Schedule of “Spectaculars” Saturday, 
11/5 (9-10:30 p.m.), The Great Waltz, 
Oldsmobile; Sunday, "11/6 (7:30-9 p.m.), 
The Constant oe. Sunbeam, uick, 
Lewis-Howe, Maybelline. 











ness accounted for sales of $110 mil- 
lion or more last year. 

Defense contracts. The company’s 
defense business has continued to 
grow. Last year it totaled over $225 
million. At the year end the backlog 
of government orders totaled over $300 
million. Much of this work is of a 
secret nature that cannot be detailed 
for security reasons. 

Broadcasting. RCA owns the Na- 
tional Broadcasting Co. and five sta- 
tions which accounted for billings of 
over $200 million last year (radio 
gross of $30 million included) and 
represents 21 per cent of the com- 
pany’s total volume. 


Communications. RCA Communica- 
tions, Inc., another division, operates 
86 radio-telegraph circuits for over- 
seas messages, a teletype system giving 
direct contact with 15 foreign nations 
and a radiophone circuit covering 41 
Last year this divi- 
sion reported income of $18 million. 


overseas points. 


Naval equipment. Radiomarine Cor- 
poration of America, another division, 
makes radio-telephone transmitters, re- 
ceivers and other equipment for naval 
vessels. Its volume last year totaled 
$17.5 million. 

Income on patent licensing. The 
U. S. Government has charged that 
RCA controls licensing of approxi- 
mately 10,000 patents not counting 
agreements with 

Over 400 other 
manufacturers pay royalties to RCA. 
It’s estimated the income to RCA from 


those covered by 
foreign corporations. 


patents averages approximately $20 
million annually. 
Service contracts. It’s estimated that 


revenues from tv service contracts 


total about $20 million annually. RCA 
has 70 owned or independent distribu- 
tion outlets, 200 owned service stations. 

Education. RCA Institute serves as 
an educational organization for lay- 
men and servicemen. It had revenues 
totaling about $1.3 million last year. 

Foreign operations. RCA has sub- 
sidiaries or associates in 14 foreign 
countries with revenues last year total- 
ing $64 million. 

RCA employs 2,500 engineers and 
spends an estimated $40 million in 
basic and applied research to the field 
of electronics. This research is ex- 
pected to pay off in the next few years 
on such items as color tv receivers, 
transistors, printed circuits, video tape 
recording, new cooking equipment, 
microwave communication, sound-tape 
recording, better communication sys- 
tems and probably further development 
of automation. 

Following is the capitalization of 
RCA along with the outline of its sales 
and earnings record: 

Long term debt, 

oP eee $150 million 
$3.50 preferred stock ...$ 
Common stock (14,031,016 

| At market value. 

RCA earned $2.66 last year, should 
earn over $3 this year. It pays a 
dividend of $1.35 per share. 

Here are the RCA sales and earn- 


90 million 


ings records of the last 5 years: 


Year Sales Profits 
1954 $941 million $40.5 million 
1953 $853 million $35.0 million 
1952 $694 million $32.3 million 
1951 $599 million $31.2 million 
1950 $586 million $46.3 million 
High-Low Last 
Stock 1955 Quote* 
ABC-UPT 33%4-22% 2856 
ADMIRAL 30% -20'4 21 
AVCO 8%4- 5% 5% 
CBS 32 -22% 23% 
DU MONT 174%-13% 13% 
EMERSON 1636-12 12 
GENERAL ELECTRIC 56% -4644 48 
HOFFMAN 31%-21 2256 
MAGNAVOX 41%-23 40 
MOTOROLA 60% -44%4 475% 
PHILCO 43%6-305¢ 3156 
RCA 55 3% -36% 4 
RAYTHEON 25%-13% 163% 
STORER 291%-20% 24 
SYLVANIA 49%-41 45 
WESTINGHOUSE 83%4-55 5634 
ZENITH 134 -86 126% 


Over-the-Counter Stocks 

Bid- Asked 
CONSOLIDATED TV 17%-18% 
GUILD FILMS 3%- 3% 
OFFICIAL FILMS 2-3/16- 2% 
* As of the close, Oct. 24, 1955 
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Color (Continued from page 45) 
Asked if they would settle for a 


smaller screen if the price were lower, 
28 per cent of those who had seen 
color said yes. (See question 5b.) 
More than 46 per cent who had not 
seen color were willing to accept a 
small screen. 

Most of those who were willing to 
buy a smaller screen receiver at less 
money among experienced color view- 
ers (37.2 per cent) voted for the 17- 
inch screen. Of those who hadn’t seen 
color the vote for a 19-inch screen 
was higher (27.4 per cent) than for 
any other size. Neither group showed 
interest in a set as small as 10 inches. 

On a special question devoted to 
price, the averages again favored the 
$250 to $349 set. Just over 23 per cent 
of both those who had seen color and 
those who hadn’t favored that range. 

Among those who had seen color 
17.8 per cent voted for a $350-$449 
price and 17.1 per cent said they would 
pay from $450 to $549. But among 
those who had never seen color demon- 
strated, the percentages on these two 
prices were only 13.1 and 7.8, re- 
spectively. 

The drop in purchase interest for 
prices above $550 was a sharp one. 
Only 2.9 per cent of those who had 
seen color were willing to pay $550 to 
$649 for a set and only 1.6 per cent of 
those who had not seen the demon- 
strations admitted interest at that 
price. 

Percentage of “don’t knows” on the 
price question was high, averaging 26.8 
per cent for all who were questioned. 

Summing up, the conclusions seem 
to be: 

1. There is more than twice as much 
interest in owning a color set among 
those who have seen colorcasts than 
among those who have not seen an 
actual demonstration. 

2. The vast majority of people are 
satisfied with the present quality of 
color. 

3. Most people prefer a 21-inch 
screen. 

4. Most people expect the price of 
color sets to come down below the $500 
mark. Many prospective color buyers 
seem to be waiting for this price re- 
duction. 
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QUESTION 4: “On this card, we’ve listed various price ranges as well 
as various television screen sizes. What is the smallest color set you'd 
buy—in terms of screen size—and what you would pay for that set?” 


saw color tv ow Umea COP COW 8” =e Den thnew 
Under $250 ...... -— 2 — 2 2 2 6 1 — 
$250—$349 ...... —- — — 4 7 2. 2 — 
$350—$449 ...... —- — — 5 3 a oe l1 — 
$450—$549 ...... — —- — 2 2 2. 1 — 
$550—$649 ...... _ —_ — — l 2 5 — — 
$650—$749 ...... —_ —_ —-—-— = — 1 — 
$750—$849 ...... —_ —_- —_ — = i 8; — — 
$850 and over .... — — — — — — l1- — 
Don’t know ...... — 2 —-_ — 2 2 3 ll 
did not see color tv 

Under $250 ...... . +s + oo ee oe 
$250—$349 ...... ] 5. = 37. ae Se 8 — 
$350—$449 ...... ] Ly. ll Be i. 2 ee 5 — 
$450-—$549 ...... — l— 4 4 7 46 8 
$550—$619 ...... SS 6 7 5 —- 
$650—$749 ...... —_ —_ — — 1 ] ] 6 1 — 
$750—$849 ...... —_ = _ —_ — — 2 — 
$850 and over ....-— — l1—- — — 2 -- 
Don’t know ...... — ae 1] o i 235 
total 

Under $250 ...... Site as Se ee eee SS 
$250—$349 ...... Vex oe ae 2c Oe ee ee 
$350—$449 ...... l . cm 3 27 Se oe 6 — 
$450—_$549 ...... — l1— 6 6 . | 9 — 
$550—$649 ...... —_-_ — — — ] 8 12 5 — 
$650—$749 ...... —_- — — 1 1 E 1 — 
$750—$849 ...... —_ —_- —_ —> ] oe — — 
$850 and over .... — — l1|-—- — — 3 2— 
Don’t know ...... — 4A — ll 13 1] oOo 61 66 
screen sawcolortv dd not see color tv totil 
eed ere iccasss i faa ee 8 9% 8 B% 
BM os nce adoubibew sc saeees 4 2.9% 14° 1.6 18 18 
Mt uitec oti tverusacter — — 2 an 2 = 
De cavkwest cacti ewr ess a 13 9.3 74 8.6 87 8.7 
agi (A 0 SUR Shae BR ha ae Tw” BB 91 10.6 108 «10.8 
A BORER oy reap ie Is 36.7 83 9.7 98 9.8 
Be dies eee eee ees 68 48.5 348 3896405 416 41.6 
ee eer eer antae' sy + sw o-s 5 3.6 41 4.8 46 4.6 
A ca Gey ean 1] 7.9 115 $13.4 126 12.6 
WN 2 ora ah ea cam asec s 7 5.0 84 9.8 91 9.1 
Total respondents ......... 140 100° 360 100 1000 100 
price 4 

Under $250 ............. 15 10.7 120 =14.0 Rb. 8 
$250—$349 ............. 32 629 222. 62s 254 25.4 
BOO — SND elec cceees 29s. 20.7 3 «|. 331 142 14.2 
$450—$549 ............. 18 12.9 70 8.1 88 8.8 
ee 8 5.7 18 2.1 26 2.6 
$650—$749 ............. 1 Pe 10 1.2 1] 1.1] 
Se ae 9 6.4 2 Pr 1] 1.1 
S550 and eter: . 2. oo. 58% ] sy 5 6 6 6 
EM og Pon ssa eke tes 20 «143 m6 6° 2 236 8 8©23.6 
ne er er 7 5.0 84. 98 9] 9.1 
Total respondents ......... 140 100 860 100 1000 100 

















QUESTION 5a: “If you decide to buy a color TV set, what size screen 
would you want?” 


























sawcolortv did not see color tv total 
Os ankuws cose ates ee = —- 2 2% 2 2h 
Be icbins Onueintaen eee _ — 9 1.0 9 4d 
DE «6405s 5 ae Beak os eae —- — 1 = ] 4 
DO Sg tise seat ott Sera aie ate 15 10.7% 48 5.6 63 6.3 
BP cic es ahi aon dy ‘= Se ee eee ee 
EP Gaidsl av aake dae eee eects 19 13.6 76 8.8 95 9.5 
Dh. a ba shadareRarale Saws 68 48.5 366 42.6 434 434 
a pee ee 7 5.0 49 5.7 56 5.6 
ent BOW... a hens ¥ bes é 5.7 157 =—:18.3 165 16.5 
Ne ee re kt 7 5.0 84 98 9] 9.1 
Total respondents vececsee. 140 100 = 860-100 1000 100 i hw 
QUESTION 5b: “Would you settle for a screen smaller than this—if 0 
the price were lower? (If ves) what size?” 
saw colortv did not see color tv total 
WO. <..k paces Eke 35 28.0% 288 465% 323 38.3% 
PTET ee 90 72.0 431 53.5 52] 61.7 
Total respondents who gave 
GED si ategh a tankas’ 125 100 619 100 844 100 ( TENNESSEE VALLEY ) 
2 i wisneseeghee teas’ — —— — — — a 
Pn co cccseneaceeeemaees 3 68.6 31 108 34 (10.5 ——SE © 
BE svak e's headed Seas ] 2.9 16 5.6 17 5.3 
M0 oo. clot eaerien 6 171 53 184 59 183 To reach the rich 
Ee" 22... favw ade aueeie es 4 is . 4272 68 23.6 si. Bi 4 VA 54th Market in 
RD” . sa cuemeewoneeen~« s Ss... mo 79 «=27.4 87 27.0 
Se” . <s<3 cael ean. 4 114 41 142 45 13.9 the Tennessee Valley 
OF ncaa edie. _ _ ~ - _ _ with CBS 
Total respondents who would Television Potency 
settle for smaller screen size 35 100 288 100 323 100 


and Good Advertising 














QUESTION 6: “Approximately how much would you spend for a IT’S 
color TV set?” 

saw colortv did not see color tv tot 
cee it eae eee 2 1.4% 13 1.5% 15 1.5% W T S 4 
$150 —G249 . fie hecesers 13 9.3 119 13.8 132 13.2 
yo | | Cr ra 300 21.4 202 =23.5 232 22 CHANNEL 26 - 316,000 WATTS 
$350—$449 .............. 25 17.8 113 13.1 138 13.8 
$450—$549 .............- 24 17.1 67 7.8 9] 9.1 KNOXVI LLE 
FIDO oan c csatisecss 4 2.9 14 1.6 18 1.8 NATIONAL REPRESENTATIVE 
J Mo! | a rr ] a 5 6 6 6 JOHN E. PEARSON COMPANY 
Side —Oe ocactaneetinans 2 1.4 4 2 6 6 
as atte Saat 7 .260l!}rlllc( OSH | DLO 
eet Tene oe vec a cdaceenie 29 =20.7 239 «278 268 268 Another Good Advertising Buy 
ee eee Te 7 5.0 84 9.8 91 9.1 WIKY 
Total respondents ......... 140 100 860 100 1000 100 pete os "i ao 
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ARB 


telephone homes only. No changes of 
any kind were made in diary pro- 
cedure. Each half hour 340 randomly 
selected homes were telephoned in 
each city to determine whether or not 
at that moment anyone in the home 
was watching television and, if so, 
what program and station was being 
watched. 


(Continued from page 50) 


Significant Answers 


Our feeling is that this method of 
testing should produce some very 
significant answers. If, for example, 
the diary was revorting 15 per cent 
sets-in-use when actually 30 per cent 
of the sets in the area were on, no 
responsible research authority seriously 
doubts the ability of a good telephone 
coincidental to turn up this fact. Con- 
versely, if diaries are overstating the 
sets-in-use, the telephone coincidental 
certainly would fail to find the larger 
number. 


On the charts included with this 
article, we show the comparison in 
the four cities of sets-in-use levels by 





TELEVISION 
32 TALKS 
transcribed from the 


BMI TV CLINICS — 1954 


practical, B aria’ 
vi book on Television 
Te oerunet and Production 
. combines the knowledge 
and experiences of 32 TV lead- 
ers in every phase of TV pro- 
gramming and production .. - 
factual, informative and down- 
to-earth . . . now a second 
printing. 
“Qne of the more authorita- 
tive industry volumes, tanta- 
mount to a college course m 
updated thinking within the 
industry.” —Variety 
Published by BMI and made 
available as an industry serv- 
ice at the cost of transcribing 
inting. 
= Ll pages — clothbound 
$4.20 post paid 
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hours, 8 a.m. to 8 p.m., produced by 
the regular ARB published report and 
the special telephone coincidental run 
during the same week in the same area. 
In all, approximately 33,000 telephone 
coincidental calls were used to produce 
the data. 

It is rather difficult to explain why, 
in these cities, if sets-in-use are pre- 
sumed to be twice as high, neither the 
carefully controlled diary nor the tele- 
phone coincidental could discover 
them. Any reason which might be 
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brought forward as a criticism of one 
technique certainly does not apply to 
the other, and we hope that tests such 
as the one detailed here will cause 
buyers and sellers of television time to 
question very seriously the validity of 
any findings unable to stand up to such 
an inquiry. 

This experiment, we feel, further 
justifies the faith that networks, sta- 
tions, agencies and advertisers have 
placed in the measurements ARB pro- 
duces. ARB plans to continue its pro- 
gram of continuous testing and im- 
provement of existing measurement 
techniques and will certainly welcome 
any assistance from interested industry 
groups. These groups will find Ameri- 
can Research Bureau, Inc., more than 
willing to take an active part in any 
research programs these groups may 
initiate. 








TELEVISION AGE 


Report by Markets, 
November, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 446 
Total markets: 287 
Total estimated b&w sets: 36,246,000 
Total estimated color sets: 26,942 











Station vVht Unt Color 
ALABAMA 
WABT 353,800 
Henry P. Johnston, p. & mng. 
Charles F. Grisham, c. m. 
351,000 


City 





4 


Birmingham 


“a2 


WBRC-TV 
J. Robert Kerns, v.p. & mng. d.; 

Oliver V. Naylor, g. sls. m. 
WMSL-TV 31,200 
Frank ahem, D. 


Mobile 


C. P. Persons, Jr., v.p. & g. m. 

WOOV-TV 73,250 25 

Hugh M. Smith, g. m. 

Morris South, sls. m. 

WSFA-TV 114,525 coe 

Hoyt Andres, v.p. & st. m.; John 
C. Hughes, c. m. 


Montgomery 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV 137,790 
Tom Sere. Ls m.; William J 


Connelly, 
KPHO-TV 138.360 *— 
Richard ¥ — gs. m.; C. A. 


Larso: 
KTVK * 67,000 200 
Roger Van Duzer, st. m.; Burton 
B. La Dow, c.m. 
KVAR 140,890 
Dwight Harkins, m.; E. W. (Bill) 


Mesa 
Phoenix 


868 — 
E. S. Mittendorf, ¢. m.; Bernie 
Perlin, sls. m. 
KVOA-TV 48,868 
Clinton D. McKinnon, p.; J. 
Underwood, Jr., sls. m. 
KIVA 26,908 
Ray C. Smucker, g.m., Richard 
Newland, sls. m. 


Cc. 


Yuma 


ARKANSAS 
KRBB 
Dr. Joe F. Rushton, p. 
KFSA-TV 40,000 
Weldon Stamps, m.: Roland Hund- 
ley, sls. m. 


El Dorado 
Fort Smith 





City 


Set Count: 


el 


Station Vhf Ubf Color 





Pine Bluf 


Texarkana 


Bakersfiela 


Sacramento 


San Diego 


Tijuana, Mex. 


San Francisco 


KARK-TV 116,351 25 

T. K. wae v.p. & g. m.; Lee 
Bryant, 

KATV Si ‘Pine Bluff) 

KTHV — 

K. A. Engel, p.; 
g. m. & secy. 

KATV 118,694 

John H. Fugate, ¢. m.; 
Holmes, nat. sls. m. 

KCMC-TV (see Texarkana, Tex.- 
Ark.) 


B. G. Robertson, 


Ben 


CALIFORNIA 
ne y= 

H. Constant, m. 
KitnoO-TV 152,000 
Gene DeYoung, p. & g. m.; John 

Barrett, tv. sls. m. 
KHSL-TV 68,100 
M. F. Woodling, st. m.: 

Ross, nat. sls. m. 
KIEM-TV 25,000 
William B. Smullin, p.; 
H. Telford, st. m. 
KJEO 165,000 100 
Joseph Drilling, v.p.; W. O. Ed- 

holm, c. m. 
KMJ-TV 167,000 200 
Perry Nelson, st. m.; Wilson Lef- 

ler, sls. m. 
ge el 2,130,181 
Selig J. Seligmi 


Rule, gen. sls. m. 
KCOP 2,202,126 
Jack Heintz, v.p. & g. m. Amos 

Baron, sls. m. 

KHJ-TV 2,202,126 oe 
John T. Reynolds, g. m.; Howard 

L. Wheeler, sls. m. 

KRCA 2,173,665 870 
Thomas C. McCray, g. m.; James 
Parks, sls. m. 
KNXT 2,192,000 
James T. Aubrey, Jr... §. m.; 
Robert D. Wood, gen. sls. m. 

KTLA 2,202,127 
Klaus Landsberg, g. m.; 

Mohr, sls. m. 

KTTV 2,173,665 
Richard A. Moore, p. & 
John R. Vrba, v.p. aaa” io. 
KBET-TV 370,000 34 
John H. Schacht, v.p. & g. m.; 
George J. Kapel, ¢. sls. m. 

KCCC-TV 165,000 
Ashley L. Robison, ex. v. p.; 
J. Richards. 


chge. =, 

KCRA-TV 285,000 

Ewing C. Kelly, p. & g. m. ‘ 
M. Devaney, sls. & st. m. 

KSBW-TV 110,000 

Francis Conrad, st. m.; Graham i. 
Moore, sis. m. 

KFMB-TV 407,092 _— 

George Whitney, g. m.; Bill Fox, 
sls. m. 

KFSD-TV 306,845 30 

William E. Goetze, Jay 
Grill, sls. m. 

XETV 

Julia M. Kaufman, g.m. 

KGO-TV 1,086,590 

James H. Connolly, oy 
A. Francis, Icl. sls. 

KPIX 1,153,730 

Philip G. ae. 
Simon, sls. 

KRON-TV 1, 153, 730 

Harold P. See, st. m.; 


95,000 


George 


Donald 


; Elton 


886 
Robert 


i >| 


&. m.; 


Vincent 


529 
s. m.; Lou 
529 
Norman 


300, _ 
Norwood J. Patterson, g¢. m. & 
sls. m. 
KNTV 545,479 
Douglas D. Kahle, g. m.; Harry 
Maynard, sis. m. 


KVEC-TV 95,918 
Les Hacker, g. m.; Si Darrah, c. m. 
KEY-T 227,918 


Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 

KOVR-TV 1,160,910 

Terry Hamilton Lee, ex. v.p. & 
gs. m.; Frank G. . &. sls, m. 

KVVG 147,000 

E. D. Beatie, g. m. & Bob Hill, 
sls, m. 


(Continued on page 106) 











New Stations 


KRBB (10) El Dorado, Ark. Dr. Joe 
F. Rushton, pres. John E. Pearson 
Television, Inc., rep. Dr. Joe F. Rush- 
ton, 33-1/3%; Wm M. Bigley, 
treas., 33-1/3%. 


KTHV (11) Little Rock, Ark. Affili- 
ates: CBS & ABC. K. A. Engel, pres. 
The Branham Co., rep. Arkansas 
Democrat, 32%; KTHSs Little Rock, 
42%. 

KMvI-Tv (12) Wailuku, Maui, 
Hawaii. Alfredo R. de Arellano, Jr., 
93.6%. 


KLEW-TV (3) Lewiston, 
Thomas C. Bostic, pres. 
Broadcasting Co., Inc., 100% 


wtwv (9) Tupelo, Miss. Frank K. 
Spain, pres. General partnership: 
Frank K. Spain, mgr., 35%; Joseph 
G. Petit, chief engineer, 25%; Walter 
D. Spain, 15%; Perrin Purvis, 15%; 
Margaret H. Spain, 10% 


KHOK-TV (6) Hayes Center, Neb. 
F. Wayne Brewster, pres., 44.4%; C. 
E. Freas, Jr., v.p., 13.9%; Harold J. 
Hamilton, sec.-treas., 5.6%; Brewster 
Hospital, 22.2%; Wm. S. Bivens, 
2.8%: Willard F. Anderson, 10%; 
Wm. F. & Willard F. Anderson, 1.1%. 


WFLB-TV (18) Fayetteville, N. Car. 
Affiliates: CBS & ABC. Harry B. Stein, 
pres. Adam Young Television Corp., 
rep. The following hold 11.2%: Harry 
B. Stein, pres., Neill A. Currie, Jr., 
v.p., W. M. K. Bender, sec.-treas., John 
W. Hensdale, John D. Currie, T. D. 
Hatcher, J. B. Stein, R. B. Minges. 
L. W. Allen, 10.4%. 


wiic (11) Pittsburgh, Pa. Affiliate: 
CBS. Oscar M. Schloss, pres. & gen. 
mgr. Blair TV, Inc., rep. P G Publish- 
ing Co., 100%. 


KDLO-TV (3) Florence, S. Dak. 
Affiliates: ABC, CBS, Du Mont & NBC. 
Joseph L. Floyd, pres. H-R Television, 
Inc., rep. Joseph L. Floyd, 1/3; N. L. 
Bentson, v.p., 1/3; Edmund R. Ruben, 


pres., 


Idaho. 
Cascade 


sec.-treas., 1/3. 
KBST-TV (4) Big Spring, Texas. 
Affiliate: CBS. William J. Wallace, 


pres. & gen. mgr. John E. Pearson 
Television, Inc., rep. William J. Wal- 
lace, 25.5%; Howard Barrett, v.p., 
12.8%; Lewis Seibert, v.p., 12.8% 
Robert W. Whipkey, v.p., 12.8%: 


Raymond L. Tollett, 22.5%. 
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Here’s an old estab- 
lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 


HOOVEN LETTERS, INC. 


Producers of the famous indi- 
vidualized automatically type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 
ices. 


THE HORACE H. NAHM COMPANY 


Creators and producers of direct 
mail and printed advertising. 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 


HOOVEN LITHOGRAPH COMPANY 


Producers of high quality offset 
printing in black and white and 
flat color. 


NAHM PHOTOGRAVURE 
COMPANY 


Designers and producers of 
finest quality engraved and 
\ rotolith letterheads. 


FAST 
PICK UP 
AND DELIVERY 


One Call 
For All— 


HOOVEN LETTERS, INC. 
352 Fourth Ave., New York 10, N. Y. 
COMPLETE DIRECT MAIL SERVICES 
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City Station Vht Unt Color 
COLORADO 
Colorado KKTV 60,688 _ 
Springs James DP Russell, p. & g. m.; 
Robert D. Ellis, v.p. & nat. sls.d. 
KRDO-TV 40,000 _ 
Harry W. Hoth, Jr., p.. g. m. & 
sls. m. 
Denver KBTV 317,901 as 
Joseph Herold, st. m. & acting sls. 
d. 
KFEL-TV 299,762 — 
Jon R. McKinley, g¢. m.; Frank 
Bishop. dir. & c. m. 
KLZ-TV 317,991 
Hugh B. Terry, p. & ¢. m. 7 
Tipton, ¢. sls. m. 
KOA-TV 317,901 100 
William Grant, p. & g. m.; Wil- 
liam F. MacCrystall, tv sls. m. 
Grand KFXJ-TV 14,372 = 
Rex G. Howell, p. & g. m.; J. L. 
Robinson, mng. d. tv 
Pueblo KCSJ-TV 52,300 _ 
W. L. Dennis, coordinator; 
John Henry, sls. m. 
CONNECTICUT 
Bridgeport WICC-TV 72,340 — 
Philip Merryman, p. & g. m.; 
Manning Slater, sls. m. 
Hartford WGTH-TV 291,299 _ 
Alex Campbell, Jr.. v.p.; George 
H. Morris, sls. m. 
New Britain WKNB-TV 337,536 *— 
Peter B. Kenney, exec. v.p. & 


gz. m.: David Scott, nat. sls. m. 
WNHC-TV 948,702 155 
Edward C. Obrist, m.; J. Vincent 

Callanan, sis. m. 


New Haven 


Waterbury WATR-TV 215,400 — 
Samuel R. Elman, st. & sls. m. 
DELAWARE 
Wilmington WPFH 2,051,000 _ 
Robert R. Nelson, st. m.; Glen 
Lau, c. m. 


DISTRICT OF COLUMBIA 


Washington WMAL-TV 600,000 
Se S. Houwink, g.m.; Neal 

Edwards, sis. m. 
WRo-rv 752,000 175 


Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of ls. 

WTOP-TV 688,800 

George F. Hartford, v.p. chge. a 
Robert A. J. Bordley, sls. m. 

WTTG 660,000 

Leslie G. Arries, Jr., g. m. & als. m. m. 


FLORIDA 
Daytona Beach WESH-TV—2 ‘Dec. °55 
Fort WITV 237,716 —_ 


Lauderdale —~ M. Koessler, exec. v. p. & 
&. 
Fort Myers WINK. TV 16, 140 
A. J. Bauer, g. m.; Bob Bradley, 
ec. m. 
dacksonville WdJHP-TV $1,000 — 
T. S. Gilchrist, Jr.. g. m.; Willard 
Fraker, sls. m. 
WMBR-TV 505,770 ‘_— 
Glenn Marshall, Jr., p.; Charles M. 
Stone, v.p. 
WOBS-TV—30 Nov. 55 
Miami WGBSs-TV Bn 381 160 
Frank Riordan, g.d.; Walter 
Koessler, sls. Na 
wtvd 339,600 200 
Lee Ruwitch, exec. v.p. & g. m.; 
John S. Allen, v.p. & g. sls. m 
Orlando WDBO-TV 105,600 *_— 
Harold P. Danforth, p. & g.m.; 
Agnes V. Carlson, sls. co-ordi- 
nator 


Panama City WJDM-TV 27,500 


Harry C. Babb, st. m.; Byron Hay- 


ford, sls. m. 
Pensacola WEAR-TV_ 140,000 20 
Mel Wheeler, p. & g. m.; Milt de 
Reyna, asst. m. 
WPFA-TV 2,500 — 
Charles W. Lamar in p.; George 
Blanford, g. m. & natl. & loc. sls. 
t. WSUN-TV 173,484 —_— 
Petersburg Charles L. Kelly, g¢. m.; Bernard 
L. Kobres, sls. d. 
Tallahasse WCTYV (see Thomasville, Ga.) 
Tampa WFLA-TV 207,000 50 
George W. Harvey, g. m.; William 
B. Faber, sls. m. 
WTVvVT 200,000 500 
W. Walter Tison, vp. & g.m 
Paul M. Jones, asst. sls. m. 
West Palm WIRK-TV 417,609 — 
— S. Field, Jr.. p. & g. m.;: 


Sherlee Barish, c. m. 
WINO-TV 268,012 

Theodere A. Eiland, g.m. & als. 

d.; W. F. Housner, sls. m. 


City 


Atlanta 


Augusta 


Columbus 


Rome 


Savannah 


Thomasville 


Idaho Falls 
Lewiston 


Twin Falls 


Bloomington 


Champaign 


Chicage 


Danville 


Decatur 


Harrisburg 


Peoria 


Quincey 


Rockford 


Rock Island 


Springfield 


Anderson 
Bloomington 


Elkhart 


Station vor Unt Color 
WEAT-TV 301,875 > 
J. R. Meachem. p. & ©. m.; Ed 


J. Hennessy. z. sls. m. 


GEORGIA 
WALB-TV 45,000 
James H. Gray, p.: 

wagon, g. m. 
WAGA-TV 511,560 
Glenn Jackson, mn. d.: 

Collins, m 
WLW-A 501,475 
Harry LeBrun, g. m.: 

nat. sls. m. 
WSB-TV 485,725 
John M. Outler, Jr.. 

Bartlett, st. m. 


WJIBF 179,250 

J. B. reer. p.; Donald M 
Jr., V.p. 

WRDW-TV 


Tom Still- 


500 
John W 


Barney Ochs. 


200 


g. m.: Marcus 


50 
Kelly. 
& g. m. 

151,000 _ 
136,959 _ 
E. F. anaes, st. m.; Joe Wind- 

sor, c. m. 

WRBL-TV 187,327 ‘_— 
Ridley Bell, g. m.; George Jenkins 

sls. m. 

WMAZ-TV 104,371 — 
Wilton E. Cobb, g. m.; Frank 
Crowther, c. m. 
WROM-TV 174,330 — 
Ed McKay, m.: Chas. Doss, c. m 
WTOC-TV 150,360 -- 
W. T. Knight, Jr.. p.. treas.. & 

g. m.; Ben Williams, c. m 
WwcTv —— — 
L. Herschel Graves, ¢. m. 


IDAHO 
KBOL-TV 54,350 
Westerman Whillock, ¢. m.; 
Glade, Jr., st. m. & c. m. 
KIDO-TV 41,900 
Walter E. Wagstaff, v.p. & g. m. 
Barry Tucker, sls. m. 
KID-TV 40, 416 
ba = Layne, g. m.; Claude Cam. 
KLEW.TV (Satellite 
Yakima, Wash.) 
KLIX-TV —- ae 
Frank C. McIntyre, v.p. & ¢.m 


Ear! 


of KIMA-TV 


ILLINOIS 
WBLN-TV 60,000 — 
Yorth S. Rough, p., g. m. & sls. m 
WciA 331,260 a 
August C. Meyer, p.: Guy Main. 

v.p. & sls. d. 
WBBM-TV 2,323,200 1,000 


H. Leslie Atlass, v.p. & ¢. m.: 
George Arkedis, sls. m. 

WBKB 2,058,610 — 

Sterling C. Quinlan, v.p. 

WGN-TV 2,230,009 — 

Frank P. Schreiber, v.p. & ¢. m.: 
Theodore Weber. sls. d. 

WNBQ 2,280,000 

Jules Herbuveaux, g. m.; 
Keys, sls. d. 

WDAN-TV 50,000 

Max Shaffer, st. m. : John D. Eck- 
ert, sls. d. 

WwTVP 175,000 _ 

W. L. Shellabarger, p., g. m. & sis 


1,500 
John M 


WSIL-TV 34,692 _ 
L. Turner, st. m. 

WEEK-TV 235.134 1.137 

Fred C. Mueller, ¢. m.; William 
J. Flynn, ec. m. 

WTVH-TV 238 000 200 

Edward G. Smith, g. m.; John 
Leslie, sls. m. 

KHQA-TV 162,668 9” 


Walter Rothschild. g. m. & nat. 
sls. m.; Paul Millen, asst. nat 
sls. m. 

WGEM-TV 150,000 

Joe we? g. m.;: 
Muse, c. m. 

WREX-TV 256,600 

Joe Baisch, g.m.; Al 
loc. sls. m. 

WTVO 

Harold Froelich, 
Ruppe, sis. m. 

WHBF-TV 303,930 *_— 

Leslie C. Johnson, v.p. & g. m.: 
Maurice Corken, asst. g. m. & 
sls. d. 

WIcs 110,000 —_— 

Milton D, Friedland, g. m.; War- 
ren King, loc. sls. m. 


INDIANA 
WCBC-TV—61 Dec. ’55 
WTTV 672,142 200 
Robert Lemon, g. m.; Norman 
Cissna, asst. m. & sls. d. 
WSJV-TV 208,319 os 
John F. Dille, Jr.. p.: John J 
Keenan, ¢. m. 


James E. 


100 
Bilardello. 


116,000 


g.m.; Edward 




















City Station vht Uhf Coler City Station vn Unf Color 
Evansville WFIE-TV 97,121 _— KTAG-TV 62,167 _ 
Ted Nelson, g. m. & nati. sls. m.; William F. Hession, g. m.: 
a” or a. loc. als. - , Harper Clarke, asst. m. & sls. m. 
see Henderson. Monroe KNOE-TV 250,100 — 
Fort Wayne WKJG-T 138,070 * — Paul H. Goldman, v.p. & ¢. m.: 
ae P<. ag m.; Jack Ansell, Jr., c. & prom. m. 
- - - New Orleans WDSU-TV 355,798 300 
alicia WIN-T (see Waterloo) Robert D. Swezey, ex. v.pD. & 
polis WFRBM-TV 350 : A. Louis y & 
William F. Kiley, ¢. m.; Don + 5hen > 
enke, c. m ae" 
Ty . WIMR-TV 131,711 121 
Robert B. MeCennell vp. mene George A. Mayoral. exec. v.p. & 
F. Ohleyer, sls. - F gs. m.¢ Paul Beville, els. m. 
Lafayette WFAM-TV 110,000 — | Shreveport KSLA 88,000 ag 
O. E. Richardson, p.; Herbert Nel- Winston B. Linam, st. m.; Deane 
LBG-TV KTBS-TV 167.135 100 
Muncie WLBC-TV 107,250 Ai 
W. F. Craig. v.p. , ad Patrick J. White, tv st. m.; Mrs. 
South Bend WSBT-TV 181,953 25 Marie Gifford, ¢. m. 
Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. MAINE 
WNDU-TV 176,700 300 Bangor WABIL-TV 98.650 _ 
Bernard C. Barth, v.p. & g. m.; Leon P. German, Jr.. g. m.; Mil- 
William Thomas Hamilton, c. ton Chapman. loc. sls. m. 
sls. m. W-TWO —_ 
Terre Haute WTHI-TV 154 15 Murray Carpenter. p. & treas.: 
J. a. —<~ Z. m.: David J. Rudolph Marcoux, bus. m. 
: irk, loc. sls. m. Poland Spring WMTW 72,923 — 
Waterloo WIN-T 139,625 *— as John H. Norton, Jr., v.p. & g. m.: 
Ben B. Baylor, Jr., v.p. & g. m.; Paul Tiemer, sls. m 
Robert C. Currie, Jr.. prog. m. Portland WCSH-TV 180,000 100 
IOWA William H. Rines. mng. d.; Jack 
S. Atwood. st, m. 
Ames Wwol-TV 315,600 Te WGAN-TV 185.000 100 
Richard B. Hull, g. m.; Robert C. Creighton E. Gatchell. v.p. & 
Mulhall, sls. m. g. m.: Richard E. Bates. sls. m. 
Cedar Rapids KCRG-TV 288,660 
wun b Mae s. & sls. m. MARYLAND 
- $ 100 
Baltimore WAAM 619, 700 
William B. Quarton. v.p. & m - Ken Carter. g. m.: Armand Grant. 
Lewis Van Nostrand, g. sis. asst. g. m. & als. 
Davenport woc-Tv 307.070 _ WBAL-TV 613,053 100 
Ernest C. Sanders. resident m.: Leslie H. Peard. Jr.. sl. m.: F. W 
Mark Wodlinger. resident sls. m. Saas i"  .. 
Des Moines WHO-TV 302,000 30 WMAR-TV 618,063 116 
Paul A. Loyet, v.p. & res. m.; E. K. Jett. v.p. & d.: Ernest A. 
ane" Fulton, sls. m. Lang. c. m 
NT- 197,281 . — 
: Sal'sbury WBOC-TY 52,860 — 
“a. g. m.; Paul M, John W. Downing, p.: Charles J. 
Fort Dodge KQTV 36,812 a Truitt, v.p.. g. m. & c. m. 
Edward wy » & g. m.; Max 
‘Camden, aa ae te awe 
Mason City KGLO-TV 135,982 — —_ beg ITE ah 
Herbert R. Ohrt, ex. v.p. & g. m.: (Pittsfeld) — P. Gan. g. m.; Allan 
Walter Rothschild, nat. sis. m. Bp ye og 
Sioux City = KTIV 187,743 2590 | Reston WES-TV 1,568,148 -- 
jetri ne : W. C. Swartley, v.p. & g. m.; C. H. 
Dietrich Dirks, p. & g¢. m.; L. L. M 1 
we sls. m. WNAC-TV 1332379 . 
cVTV 187,735 50 ep ‘ a 
Arthur J. Smith, res. m.: Donald ~~ ~. vm > - @.: 
- D. Sullivan, adv. d. & —, ateson, sis. serv. 
Watertey . . oe — Cambridge — WTAO-TV 199.213 — 
"Inman sis a. ‘ ” : ton) Wall'e Dunlap, ¢. m. 
Fs . Springfield WHYN-TV 190, 000 
KANSAS Charles N. DeRose, g. m. : Patrick 
Great Bend = KCKT-TV 144,350 i — « mn. 500 = 
- ae gs. m.; Otis Cowan. William L. Putnam, g. m.; James 
Hutchinson KTVH 226,501 a: H. Ferguson, Jr., sls. m. 
(Wichita) Howard 0. Peterson, g. m.: E. W. MICHIGAN 
Dallier. g. els. m. 
Pittsburg KOAM-TV 124,410 _ Ann Arbor = =WPAG-TV 28,000 
R. E. Wade, g. & sls. m. Edward F. Baughn, g. m.; Ken- 
Topeka WIBW-TV 124,111 11 neth MacDonald, sls. m. 
Ben Ludy, g. m.: Hilton Hodges, Bay City bg goad 312,555 75 
sls. ; Myers, v.p. & g. m.; John J. 
Wichita KAKE-TV 227,599 Komen. sls. m. 
Martin Umansky, g. m.;: Donivan Cadillac VwWTV 319,241 — 
Waldron, nat. sls. m. David F. Milligan, ¢. m.; Gene 
KARD-TV —_—_—_— Ellerman, sls. m. 
William J. Moyer, v.p. & g. m. Detroit CKLW-TV 1,400,000 _ 
DD 171,446 *— E. Campeau, p. & g. m.; E. 
Stanley Durwood, p. & ¢. m. & Wilson Wardell, gen. sis. m 
sls. m. WIBK-TV 1,590,100 700 
Bill Michaels, mng. d.; Maurice 
KENTUCKY McMurray, nat. sis. m. 
Henderson WERT 88,951 25 WW4-TV 1,580,000 600 
Cecil M. Sansbury, ag Charles Edwin K. Wheeler, ¢. m.; Don 
C. Palmisano, sls. DeGroot, asst. g. m. 
Lexington WLEX-TV — WXYZ-TV 1,548,000 —_ 
Earl L. Boyles, ex. v ing & £. m.: James G. Riddell, p. & g. m.; John 
Jim Pennock. sls. m. F. Pival, v.p. ae tv. 
Louisville WAVE-TV 480,000 100 Flint WJIRT—12 Dec. ’55 
Mathen Lord, v.D. & 5. m.: Ralph | Grand Rapids WOOD-TV 560, 149 150 
WHAS-Ty —— + Pos a Schroeder, ¢. a Arthur 
Victo: . Sh . as i Swift, gen. sls. 
ae. ae Kalamazoo WKZO-TV 594,200 200 
Carl E. Lee, v.p. & mong. d.; 
LOUISIANA _ Donald W. DeSmit, sls. m. 
Mexandria =KALB-TV 110.500 — | Cansing Sek bea te ee. ms Bee 
Willard L. Cobb. g. m.; Marvin a Mase. Goeinn 4.” 
caida Reuben, sls. m. WTOM-TV 67,120 — 
aton Rouge WAFB-TV 82,000 — L. G. Christian, g. m.; Leonard P 
Tom E. Gibbens, v.p. & £. m.: Frankel. sls. mn. 
Ron Litteral, sis. m. "DM V | a ee 
eg a 
0 abadie, 
Latayette = KLFY-TV 600. zs Howard H. Wolfe, st. m.; Robert 
W. H. Patton, g. m. & sls. m. M. Chandler, sls. m. 
take Charles KPLC-TV ‘ —_ Traverse City WPBN-TV 16,591 
David Wilson, g. m.; Pelham Mills, John Anderson, st, m.; R. E, Det- 
Jr., c. & opertns, m wiler, ¢. m. 


Cus 
Austin 
Duluth 


(Superior) 


Minneapolis- 
St. Paul 


Kochester 


dackson 


Meridian 

Tupelo 

Cape 
Girardeau 

Columbia 

Hannibal 

defferson City 


Joplin 


Kansas City 


Vat Unf 


Station Color 


MINNESOTA 
KMMT-TV 54,515 
Gene Loffler, m.; Don E. 

sis. d. 

KDAL-TV 106,500 
Dalton Le Masurier, ¢. m.; 
. Rams 


Inman, 


Thomas Gavin, g. 
KSTP-TV 615,000 
Stanley E. Hubbard, p. & ¢. m.:; 

Marvin Rosene, gen. sis. m. 
wcco-Tvy ——} 

F. Van Konynenburg, exec. v.p. “4k 

g.m.; Robert N. Ekstrum, ole, m. m 
WTCN-TV 600,000 
Miller C. Robertson, v. p. & ¢. m.: 

David Cole, tv sis. m. 
KEYD-TV 630,000 
Robert M. Purcell, mng. d 

L. Whiting, v.p. & c. m 
KROC-TV 172,833 
Williard Lampman, st. m.; 

ren L. Miller, gen. sis. m. 


MISSISSIPPI 
WLBT 135,000 35 
Fred Beard, m.: Frank Gentry 


ce. m. 
wsTv 
Owens F 
Bill Carlier, sls. m. 

WTOK-TV 60,000 -- 
Robert F. Wright, p. & ¢. m.: 

William B. Crooks, v.p. & c. m. 
wrwy a 
Frank K. 


125,000 _ 
Alexander st. m 


Spain, p 


MISSOURI 


KFVS-TYV 145,390 —_— 
Robert O. Hirsch, m. of tv.; Jack 
Ramey, els. m. 
KOMU-TV 99,130 
Ed Lambert, tv d.; 

well, c. m. 
KHQA-TV (see Quincy, tl.) 
KRCG-TV 121,76 _ 
Mrs. Frank G. Handy. p. & ¢.m 
KSWM-TV 100,444 i" 
Austin A. Harrison, p.; D. T 
Knight, loc. sls. m. 
KCMO-TV 503,206 zt 
E. K. Hartenbower, g. m.; S. B 
Tremble, c. m. 


(Continued on page 108) 


John O. Con 


low cost... 
flexible 


One of the largest 
suppliers of tem- 
porary lighting 
facilities any- 
where in the U.S. 
and Canada. 


Rental equipment 
Service includes 
installation and 


removal at one 


low cost. 
free estimates 


Write for Free 
Samed of Equipment 


JACK A. FROST 
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City Station Vhi Uh! Color 
KMBC-TV 404,323 110 
John T. —. vp. & &. m.; 
George J. Higgins, v.p. & sls. m. 
woarry. * 494,323 124 
Wm. A. Bates, st. m.;: E. Manne 
Russo, sls. m. 
Kirksville KTVO 
James J. Conroy, p. 
St. Joseph KFEQ-TV 141,731 
Barton Pitts, g. m.; Glenn G. Gris- 
wold 
St. Louis KSD-TV 824,106 65 
rge M. Burbach, g. m.; Guy 
E. Yeldell, sls. m. 
KTVI 406,464 — 
Paul E. Peltason, p. & g. m. 
KWE-TV 725,000 500 
Robert T. Convey, p. & &. m.; 
Vv. E. Carmichael, v.p. & sls. d. 
Sedalia KDRO-TV 57,000 _— 
H. W. Brandes, g. m.; Jimmy 
Glenn, sls. m 
Springfield KITS-TV 87,774 12 
. Pearson Ward, v.p. & ¢. m 
KYTV 102,570 
R. _ orn co-mer. ac. e. 
.: Carl Fox, co-mgr. 
MONTANA 
Billings KOOK-TV 25,000 —_— 
Vv. V. “Bud” Clark, g. m.; John 
H. Conner, c. m. 
Butte KXLF-TV t — 
E. B. Craney, p.; Jim Manning, 
s. m. 
Great Falls KFBB-TV 24,000 
LeRoy Stahl, st. m.; W. C. Blanch- 
ette, c. m. 
Missoula KGVO-TV 20,708 — 
A. J. Mosby, p. & m.: Hugh 
Bader, loc. sls. m. 
NEBRASKA 
Hastings KHAS-TV—S5 Dec. °55 
Hayes Center KHOK-TV _ 
F. Wayne Brewster, p. (Satellite 
of KHOL-TV, Holdrege). 
Holdrege KHOL-TV 78,132 
(Kearney) Jack Gilbert, st. m.: Al McPhil- 
lamy, ele. m 





MORE 


POWER 


than any other Mentana 
TV, is the reason why 


KGVO-TV 


Missoula, Montana 
sells 9 
Montana counties 


MORE 


'» MAGNIFY YOUR SALES 
IN THIS STABLE $140 000,000.00 
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City Station Vht Unt Color City Station Vhi Uhtf Color 
Lincoln KOLN-TV 129,426 _ Utica WKTV 196,650 215 
A. James Ebel, m.; Thomas L. Michael C. Fusco, g. m. & c. m 
Young, sls. m. 
Omaha KMTV 317,494 150 NORTH CAROLINA 
Owen Saddler, ex. v.p. & g. m.; Asheville WISE-TV 47,000 _ 
Arden Swisher, g. sls. m. Harold H. Thoms, p. & st. m 
wow-TV 322,792 Joseph J. Master, c. m 
Frank P. Fogarty, v.p. & ¢. m.: : WLOS-TV 372,180 a 
Fred Ebener, sls. m Charles B. Britt, exec. v. P.: 
Scottsbluff KSTF —_— = Bradley H. Roberts, c. m. 
William C. Grove, g. m.; C. P. Charlotte WBTV 518,180 166 
Cahill, c. m. (Satellite of KFBC- Charles H. Crutchfield, ex. v.p. & 
TV Cheyenne, Wyo.) gs. m.; Wallace J. Jorgensen, gen. 
. m 
NEVADA Durham WTVD 275,683 21 
Henderson KLRJ-TV 30,000 Harmon L. Duncan, p. & g. m.; 
Bob Gardner, g. m.; Pat Sade Mike Thompson, sls. m. 
loc. sls. m. Fayetteville WFLB-TV _ 
— L. W. Allen, exec. v. p. & m.; 
— ee — g. m.; Alex W. B. Belche, c. m. 
a Greensboro. -WFMY-TV 345,067 | 68 
Reno KZTV 21,316 eS St eS 
Harry Huey, g. m.; Richard Colon, Greenville WNCT 142,820 
devit. d. A. Hartwell Campbell g. m.; Po 
G. Clark, Jr., m. 
NEW HAMPSHIRE Raleigh WNAO-TV 134,900 20 
Manchester WMUR-TV 1,250,033 _— John H. Bone, g. m.; Earl Welde, 
Norman A. Gittleson, ex. v.p. & ec. m. 
g. m.; Gordon E. Moore, sls. m. Washington WITN 7 —a — 
_ land w. R.z iberson, Jr., p. & g. m.; 
See WHEW (eco Fe apcteg, Ma) T. H. Patterson, c. m. 
NEW JERSEY Wilmington WMFD-TV 72,500 . —_ 
R. A. Dunlea, Jr.. m.; Claud 
Newark WATV 4,730,000 _ O’Shields, els. m. 
Irving R. Rosenhaus, p. & g. m.; Winston- WSJS-TV 636,421 250 
William Crawford, sls. d. Salem Harold Essex, ex. v.p. & g. m.: 
Harry B. Shaw, sls. m. 
NEW MEXICO WTOB-TV 112,469 — 
Albuquerque KGGM-TV 62,388 — John G. Johnson, g. m. 
A. R. Hebenstreit, p. & g. m.; 
George Morgan, c. m. 
ROAT-EY 0.108 mune: | RSM TY. 90,000 " 
ee oe Drake, John W. Boler, p.; Fred Drewry. 
888 c. m. 
KOB-TV 8, & Rolf ss. KFYR-TV 28,750 — 
pe Rigg Bee —— F. B. Fitzsimmonds, ex. v.p.: 
Nielsen, tv sls. m. se pote or a | 
Roswell KSWS-TV 28,318 Farge WDAY-TvV 380,000. ie 
John A. Barnett, >. & g. m.; Paul Jack Dunn, st. m.; Tom Barnes. 
B. McEvoy, sls. d. sis. m. 
KXJB-TV (see Valley City) 
NEW YORK Minot KCJB-TV 28,000 
Albany WROW-TV 175,000 — John W. Boler, p. & g. m. : Robert 
(Schenece- Thomas S. Murphy, g. m.; Harry Bausman, res. m. 
tady-Troy) L. Goldman, st. m. Valley City KXJB-TV 89,100 300 
Binghamton WNBF-TV 400,470 20 John W. Boler, p. & g. m.; Wm. L. 
George R. Dunham, g. m.; Andrew Burley, v.p. che. sls. 
G. Hubbell, g. sls. m. 
Bloomingdale WIRI 98,390* _ OHIO 
(Lake Placid) Carl F. Stohn, Sr., p. & s, m.; WAKE-TV 174,066 ails 
Al La France, sis. m. *Plus Akron = Wiens Bak ° Rese @ 
- 350,000 Canadian coverage. on . Pas a ae D.; e ‘ 
Buffalo WBEN-TV 476-062 Berk, v.p. — 
George R. Torge, st. m.; Nicholas Ashtabula WICA-TV ? 116,285 —_ 
J. Malter, sis. m John A. Colin, g. m.; Donald 
WBUE-TV - f "198,000 — Fassett, bus. m. 
"v.p.: Cincinnati WCPO-TV 767,729 —_ 
Gary L. Cohen, ex. v.p.: Bob 
M. C. Watters, vp. &&g m.; C. L. 
Brennan, sls. m. 
WGR-TV 481,838* 246 (Chick) Doty, els. d 
J. Joseph Bernard, v. p. & sls. m.; WKRC-TV_ 767,728 1,000 
i * David G. Taft, ex. v.p. & g. m. 
G. Paschall Swift, sls. m. *Plus Ro |. Schlinkert ote 
464,365 in Canada. bert T. ee, Te, Ee. 
e WCNY-TV 74,510 a 5 A 6 i. 
(Water- James W. Higgins, w d.; Alfred > as D.; Hobert Soul 
town) eee, ae — | Cteveland WEWS 1,187,990 
Kingston WKNY-TV 39,500 J c.H John 
Robert M. Peebles, v.p. & & ames C. Hanrahan, g. m.; 
Robert L. Sabin, v.p., & x m. oa *. 215,000 
New York = WABC-TV 4,730,000 Lloyd E. Yoder, g. m.; William x 
Robert L. Stone, g. m. : Lawrence Davidson, asst. ¢. m. & sis. d. 
L. Wynn, sis. m. is 800 Pets 
WABD 4,362,300 3,000 R. C. Wright, c. m. 
oa 3 L. BarenBregge, st. m. & Columbus WBNS-TV 470,350 —_ 
Richard A. Borel, tv d.; Robert 
WATV (see Newark) D. Thomas, sls. m. 
WCBS-TV 4,730,000 3,000 WLW-C 350,800 900 
-— — — — Frank James Leonard, v.p. & g. m.; 
espeare, Charles Dodsworth, sls. d. 
WOR-TV 4,730,000 WTVN-TV 381,451 
es ey g. m.; Charles Phil- Joseph W. McGough, g. m.; Rob- 
ert C. Wiegand, asst. g. m. 
WPIX = 4,730,000 — Dayton WHIO-TV 637,330 
Fred M. Thrower, g. m.; John A. Robert H. Moody, g. m. Walter 
Paterson, sls. m. E. Wolaver, c. m. 
WRCA 4,730,000 3,000 WLW-D 331,000 Sian 
Hamilton Shea, g. m.;.Jay J. H. Peter Lasker, v.p. & g. m.: 
Heitin, sls. m. George Gray, c. m. 
Rochester WHAM-TV 320,000 50 Lima WIMA-TV 82,638 — 
William Fay, p. & g. m.; John W. Robert W. Mack, v.p. & ¢g. m.: 
Kennedy, Jr., v.p. & g. sls. m. Cc. B. Heller,.loc. sls. m. 
WHEC-TV 295,500 200 Steubenville WSTV-TV 1,074,415 _ 
C. Glover DeLaney, v.p. & g. m.; John J. Laux, exec. v.p. & g. m.; 
LeMoine C. Wheeler, g. sls. m. Joseph M. Troesch, asst. g. m. 
WVET-TV 295,500 200 Toledo WSPD-TV 376,890 90 
Ervin F. Lyke, p. & &. — Allen L. Haid, v.p. & mng. 4.; 
Arthur Murrellwright, sls. Bill Ashworth, nat. sls. m. 
Schenectady WRGB 300 _ Youngstown WFMJ-TV 175,033 150 
( - Raymond W. Welpott, st. m.; Rob- William F. Maag, Jr., p.; Mitch 
ert F. Reid, sls. m. Stanley, st. m. & sls. m. 
Syracuse “TV 373,201 650 WKBN-TV 173,310 175 
Paul Adanti, vp. & g. m.;: W. P. Williamson, Jr., p. & g. m.: 
Frederick Menzies, c. m. J. L. Bowden, st. d. 
WSYR-TV 372,160 300 Zanesville WHIZ-TV 45,000 
E. R. Vadeboncoeur, p. & g. m.; Allan Land, mng. d.; Nate Milder. 
sls 


W. R. Alford, nat. sis. d. 


. 





























City Station Vhi Uhti Color City Station Vhi Unt Color 
OKLAHOMA WSBA-TV 106,700 — 
Ada KTEN 86,400 Louis J. Appell, Jr., p 
Bill Hoover, v.p. & g. m. Brown 
Morris, sec. treas. & st. m. RHODE ISLAND 
Enid KGEO-TV 000 — Providence WJAR-TV 1,404,002 200 
George Streets, sec. & m.: Tom Peter B. James, st. m.; Ed Bog- 
Belcher, sls. m. hosian, sls. m. 
Lawton KSWO-TV 70,000 WPRO-TYV 1,404,002 oo 
=. B. Baker, st. m.; Al Shore, William 8. Cherry, Jr., p. 
Muskogee any - 275,000 — SOUTH CAROLINA 
"4 ° ust, v.p. & g. m.; Ben 
Holmes, nat sls. d. fapeee Glenn oe 
Sitiaien KTVQ 220,006 wis enn > vaueanee. gs. m.; Fisher 
City w gon. ec. m Lester, st. m.: Ray Wil- Charleston wose-FV 203.851 — 
KWTV eat a eeks, m. & nat. sis. m.; 
Pagar T. Bell. vp. & g. m.; Fred ae” eee Oe. ee me. 
L. Vance, sls. m. Weseey tenes as 
WKY-TV | 349,293 118 ae, See. pS S. 
P. A. Sugg, ex. v.p. & sts. m.; Columbia Grange Cuthbert, sis. m. 
John Haberlan, nat. sls. m. _ a e5,ece Pram 
, KOTV 298,182 ~ - W. Pittman, g¢. m.; Wayne 
C. Wrede Petersmeyer, p. & g. m. waa — * 
Jim Richdale, c. m. Ch — bee 
KV0O-TV 248,000 500 a a ae. Os Sew 
c. som. g. m.; John Devine, WNOK-TV 82,000 a 
° H. ev McElveen, Jr., g. m. & 
OREGON ~~ 
' Florence WwBTW 153,560 
Eugene KVAL-TV 60,000 as J. William Quinn, mng. d.; Wallace 
Ss. ot, we . &- m.; Glenn 6 = J. Jorgenson, g. sis. m. 
ckell, sls. m reenv' WFBC-TV 387,044 20 
Klamath Falls KFJI-TV—2 Nov. *55 . ”m.; 
— Ly sees x B = ae, m.; R. Q. Glass, 
— A. Faber, v.p.; Jerold R. WGVL-TV 130,000 — 
ulos, m. 
Portland KOIN-TV 340,000 200 oo Seas 
C. Howard Lane, v.p. & mng. d.; ‘ 
John L. Palmer, nat. sls. m. SOUTH DAKOTA 
KPTV 336,157 275 Florence KDLA-TV 
Russell K. Olsen, mng. d.; Donald Joseph L. Floyd, p.; E. A. Nord, 
Tykeson, sls. m. gs. m. (Satellite of KELO-TV 
KLOR 310,000 Sioux Falls.) 
S. John Schile, g. m.; Jack Was- Rapid City KOTA-TV "1,655 
son, loc. sls. m. on >a ~4 ge Jack A. Crow- 
ig. 8 m 
PENNSYLVANIA Sioux Falls KELO-TV 159,278 
Altoona WFBG-TV 537,452 —_ Joseph L. Floyd, p.; E. A. Nord, 
Jack Snyder, = 4.; George s. m. 
Burgeon, 
Bethlehem | WLEV-TV , = TENNESSEE 
Elwood C. Anderson, st. m.: George Chattanooga WDEF-TV 154,413 50 
H. Bttele, c. m. Harold E, Anderson, g. m.; Otis H. 
Easton WGLY 106,144 — Segler, tv sls. m. 
Nelson’ S. Rounsley, bus. m. Jackson WDXI-TV 92,000 
Erie WICU 218,500 Aaron B. Robinson, p. & g. m.; 
Ben McLaughlin, g. m.; Karl i Jack Murphy, sls. m. 
eon. ae. oe. Johnson City WJHL-TV 185,316 _ 
WSEE-TV 85,000 a - << 'eeee Jr., V.D., &. m. 
Charles E. Denny, g. m.; Don & als. 
Boves, ¢. m. Knoxville WATE-TV 228,440 — 
Harrisburg WCMB-TV + pe Ww. H. Linebaugh, gs. m.; John T. 
Ed K. Smith, ¢. m M m. 
WHP-TV 193,002 hie WTVK 171,000 80 
A. K. Redmond, g. & c. m. John A. Soyo P., &. m. 
WTPA 193,002 — & sls 
David J. Bennett, g. m.; Allen P. Memphis wina-TV "379,747 
Solada, sls. m. John Cleghorn, ¥.p. & g¢. m.; L. °. 
Johnstown WARD-TV 60,000 —— bson, sls. d. 
Richare J. Butterfield, g. m. & sls. wMcT 362,929 65 
wc on’ ilies H. pe gs. m.; Earl More- 
¥ 300 asst. m. tv opertns. 
_- D. Schrott, g. m.; John H. WREC-TV—3 Dec. ’55 
urn, sis. m. Nashville WSIX-TV 274,340 a 
Lancaster wake 912,950 R. D. Stanford, Jr.. p. & g. m.; 
a be Miller, st. m.; Leroy = E. S. Tanner, tv. c. d. 
Stri WSM-TV 273,490 60 
Philadelphia WCAU-TV 2,004,852 a John H. — Jr., p.; Irving 
Donald W. Thornburgh, p. & g. m.; Waugh, c. 
Robert M. McGredy, tv. sls. m. WLAC-TV 319, 667 - 
WFIL-TV 2,105,636 1,000 T. B. Baker, Jr., ex. v.p. & g. m.: 
ec: Clipp, g. m.; Kenneth t M. Reuschle, nat. sls. m. 
towman, gen m TEXAS 
2,088,318 375 
R. V. Tooke, g. m.; Alexander W. Abilene KRBC-TV 58,360 
Dannenbaum, Jr., c. m. John Kelly, st. m.; Forest Lane, 
Pittsburgh § KDKA-TV 1,200,000 nat. sls. m. 
Harold C. Lund, g. m. : Leva. ry Amarillo KFDA-TV 75,306 
Chapman, sls. m. Ed Moore, a m.; Dan Hayslett, 
WENS-TV 350,000 — nat. sls. 
H. Israel, v.p. & g. m.; KGNC-TV 75,306 Ouse 
Vera Oldenburg, sls. serv. m. Bob Watson, st. m. Ay pem. d.; 
C ae Bill Clarke, tv sls. 
H. Kenneth Brennen, p. Austin KTBC-TV 133,954 
Reading WHUM-TV 253,467 *— J. C. Kellam, g. m.; 0. P. (Bob) 
Humboldt J. Greig, p.; Jerome Bobbitt, els. m. 
Sill, exec. v.p. Beaumont KBMT 47,000 _ 
Seranton WARM-TV 250,000 ial Randolph C. Reed, p., o. & sis. m 
William Dawson, v.p. & g. m.; KFDM-TV 107,000 —— 
Sam Feigenbaum, loc. sls. m. C. B. Locke, ex. v.p. & g. m.; 
WGBI-TV 260,000 a Mott M. Johnson, opr. & c. m. 
Robert E. McDowell, st. m.;George Big Spring KBST-TV — 
D. Coleman, nat. sis. m. William J. Wallace, p. & g. m. 
U ,000 dies Corpus KVDO-TV . a 
Thomas W. Jones, g. m.; George Christi L. Ww. “Bud” Smith, g. m.; Bob 
Winterstein, prem. d. Williams, ¢. m. 
Wilkes-Barre WBRE-TV 269,000 120 | Dallas KRLD-TV 535,763 250 
David M. Baltimore, v.p. & g. m (Ft. Worth) Roy M. Flynn, st. m.; Gene Cuny, 
wana Lewis, sls. m. c. m. 
“TV 273,000 *+— WFAA-TV 431,489 150 
fe E. Morgan, ex. v.p.; Thomas Ralph Nimmons, st. m.; Mike 
P. Shelburne, m. 4. Shapiro, ¢. m. 
Williamsport WRAK-TV—36 Dec. °5s a te 
York WNOW-TV 1 a Charles B. Jordan, v.p. & g. m.; 


Richard E. Burg, st. m. 
M. Stough, sls. m. 


Robert 





Dale Drake, nat. sls. m. 
(Continued on page 110) 





What does it take to 
make people buy? 


HE new field of mo- 

tivation research is 
carefully examined in 
this book. Written by 
a psychologist well ac- 
quainted with the 
needs and problems of 
advertising and mar- 
keting men, the book 
is vital reading for 
everyone who wants to 
know more about this 
latest psychological 
tool for more effective 


selling. 


MOTIVATION 
RESEARCH 
in Advertising 
— and Marketing — 


By GEORGE HORSLEY SMITH 
Associate Professor o of Psychology 
The Newark College of Arts and Sciences 
Rutgers University 
242 pages, 6 x 9, illustrated, $5.00 




















After establishing a psychological frame 
of reference, the author outlines some meth- 
ods of interviewing. He points out the place 
of free association, nondirection, and pro- 
jection in qualitative interviewing. In addi- 
tion, he discusses the “open-end question- 
naire,” the “psychoanalytic interview,” and 
the “focused interview.” 


Describes Indirect Questioning 


A brief review of some of the assumptions 
underlying this technique enables you to see 
with new insight the valuable information 
that can be obtained by means of indirect 
and projective tests. Both free and controlled 
word associations are explained, together 
with suggestions on how to analyze the re- 
sults of word-association studies. The vari- 
ous other tests in this category are also ex- 
plained; the cartoon tests, the Thematic Ap- 
perception Test, the Rorschach, and other 
tests of personality. 


Looks at Practical Problems 


Several studies are cited to show the way 
in which traditional methods of questioning, 
familiar to market researchers, may be com- 
bined with the “deeper” techniques of moti- 
vation research. Especially useful for the 
person just beginning to evaluate motiva- 
tion research in his own company, is the 
chapter that answers many questions on 
getting the job done . . . “when is motiva- 
tion research needed . . . who should do the 
job . .. and how is the study carried 
Pe oS 


Two Handy, Informative 
Appendixes 
Appendix 1 contains a complete qualita- 
tive interview with suggestions for study- 
ing it. Appendix 2 gives a number of sum- 


maries of motivation studies on topics as 
diverse as prunes and telephone advertising. 


ORDER TODAY 
BOX 400 
TELEVISION AGE 
444 MADISON AVE. 
NEW YORK CITY 
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City Station vni Unt Coler 
El Paso KROD-TV 80,714 28 
Val Lawrence, v.p. & g¢. m.; Dick 
Watts, gen. sis. m. 
KTSM-TV 76,446 — 
Karl O. Wyler, p. & g. m.; Roy 
T. Chapman, v.p. & sls. m. 
KOKE—13 Dec. 15 °55 
Fort Worth WBAP-TV 500,000 325 
(Dallas) George Cranston, st. m.; Roy 
Bacus, c. m. 
Galveston KGUL-TV 451,000 
Paul E. Taft, p. & g¢. m. Robert 
S. Wilson, ¢. m,. 
Harlingen KGBT 78,866 — 
Troy McDaniel, . m.; Ingham 8. 
Roberts, c. 
Houston KGUL-TV (see "Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & ¢. m.; Jack 
McGrew, asst. m. & c. m. 
KTRK-TV 158,650 200 
Willard E. Walbridge, ¢. m.; Bill 
Bennett, c. m. 
Longview KTVE 48,000 _ 
Barre Monigold, st. m.: A. James 
enry, g. m 
KLTV (see Tyler) 
Lubbock KCBD-TV 88 100 
Joseph H. Bryant, p. & gf. m.; 
George L. Tarter, c. m. 
KDUB-TV 105,133 25 
W. D. (Dub) Rogers, p.; George 
Collie, nat. sls. m. 
Lufkin KTRE-TV 36,350 a 
Richman Lewin, v.p. & g. m.: 
Murphy Martin, sls. m. 
Midland KMID-TV 000 
Ray Herndon, g.m.; Lambert Cain, 
ec. m. 
Odessa KOSA-TV—7 Dec. °55 
San Angelo KTXL-TV “a 903 
J. H. Hubbard, g.m.; George Olsen, 
ce. m. 
San Antonio KENS-TV 274,596 St 
Albert D. Johnson, g. m.; Wayne 
Kearl, c. m. 
WOAL-TV 274,596 St 
James M. Gaines, v.p. & s. m.: 
V. Cheviot, c. sls. 
KCOR-TV pas 
W. P. Smythe, v.p. & g. m.; R. a 
Cortez, Jr., c. m. 
Temple KCEN-TV 129,008 


Harry Abbott, st. m.; Burton 


Bishop, g¢. m. 








IN AMERICA’S 
9th MARKET 
it’s TV’s 
New Zueen 





Selling 1% million customers in 
Huntington - Ashland - Charleston 
Ironton - Portsmouth. 


316,000 watts of V.H.F. power 


WHTN-TV 


BASIC ABC 


Greater Huntington Theatre Corp. 
Huntington, W. Va. 
Huntington 3-0185 
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Guy Station Vhi Unf Color vy Station vhi Uni Color 
xarkana KCMC-TV 161,100 — Charleston WCHS-TV 423,234 _ 
(Tex.-Ark.) Walter M. Windsor, ¢. m. & c. m. John T. Gelder, Jr., ¢. m.; John 

Tyler KLTV 102,957 a L. Sinclair, Jr.. sls. m. rad.-tv 


Waco 


Weslaco 


Wichita Falls 


Salt Lake 
City 


Burlington 


Hampton 
Harrisonburg 


Lynchburg 


Norfolk 


Petersburg 


Portsmouth 


Richmond 


Koanoke 


Bellingham 


Pasco 


Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 

Yakima 
(Pasco) 


Bluefield 


Marshall H. Pengra, ¢. m. 
KANG-TV 55,783 — 
Bob Walker, st. m.; Chas. L. 
Howell, asst. m. 
KCEN-TV (see Temple) 
KWTX-TV 113,905 
M. N. Bostick, v.p. & g. m.; 
M. Brinegar, sls. m. 
KRGV-TV 74,683* — 
Byron W. Ogle, exec. d. & &. m.: 
Kenneth E. Markel, nat. & rgnl. 


John 


ec. m. *Plus 8,000 in Mexico. 
KFDX-TV 104,680 _ 
Howard H. Fry, exec. v.p. & g&. m. 
& sis. m. 
KWFT-TV 103,250 — 
A. L. Pierce, st. m.; Blaine Corn- 
well, sls. m. 
UTAH 
KSL-TV 183,000 150 
D. Lennox Murdoch, v.p. & g. m.: 
Edward B. (Ted) Kimball, ¢. 
sls. m. 
KTVT 183,000 175 
G. Bennett Larson, p.. ¢. m. & 
sls. m. 
KUTV 192,750 — 
Brent Kirk, st. m. & g. sls. m. 
VERMONT 
WCAX-TV 126,000 


Stuart T. Martin, g. m.; John A. 


Dobson, sls. m. 
VIRGINIA 
WVEC-TV (see Norfolk) 
WSVA-TV 117,492 a 
Frederick L. Allman, p. & g. m.: 
Howard C. Evans, st. m. 


WLVA-TV 231,000 — 
Philip P. Allen, v.p. & g. m.: 
Joseph F. Wright, Jr., als. m. 


WTAR-TV 374,678 50 
Campbell Arnoux, p. & g. m.; 

Robert M. Lambe, gen. sls. m. 
WVEC-TV 155,000 150 
Thomas P. Chisman, p. & ¢. m.; 


Harrol A. Brauer, Jr., v.p. & 
sls. d. 
WXEX-TV 415,835 200 
Charles B. Seward, opertns. m.: 


George R. Oliviere, sls. m 
WTOV-TV ~— 


A. V. Bamford, g. m.; Winston 
Bright, c. m. 
WTVR 497,277 300 


Wilbur M. Havens, g. m. & sls. 
m.; Walter A. et Jr., asst. 


WSLS-TV 366,095 100 

James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. & c. m. 

WDBJI-TV ——— — 

Ray P. Jordan, mng. d.; John W. 
Harkrader, asst. mng. d. & 
e. m. 


WASHINGTON 
KVOS-TV 196,386 
= < Jones, p.; Fred Elsethagen, 


KEPR- TV 57,750 _ 
Thomas C. Bostic, v.p. & 
H. R. Cary, sls. m. (Satellite « oa 
KIMA-TV, Yakima) 
KING-TV 160,000 
Otto P. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 
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KOMO-TV 455,500 201 

W. W. Warren, ex. v.p. & g. m.; 
Ray Baker, v.p. & c. m. 

KTNT-TV 155,500 201 

Len Higgins, m.; Larry Carino, 
ec. m. 

KTVW 145,000 —_— 


William Veneman, ¢. m.; William 
Rambo, Tacoma sls. m. 

KHQ-TV 141,570 40 

Richard O. Dunning, p. & g. m.; 
John H. Pindell, ¢. m 

KXLY-TV 135,337 _ 

Richard E. Jones, v.p. & g. m.; 
Robert Struble, sls. m. 

KREM-TV 141,670 36 

Louis Wasmer, owner; Robert H. 
Temple, m. 

KTNT-TV (see Seattle) 

KTVW (see Seattle) 

KIMA-TV 57,750 _ 

Thomas C. Bostic, v.p. & £.m.; 
H. R. Cary, sls. m. 


WEST VIRGINIA 
WHIES-TV ——— — 
Jim H. Shott. p. 


Clarksburg 
Huntington 


Oak Hill 
(Beckley) 


Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


la Crosse 


Madison 


Marinette 
(Green Bay) 


Milwaukee 


Superior 


Wausau 


Cheyenne 


Anchorage 


Fairbanks 


Wailuku 


Mayaguez 


San Juan 


WHTN-TV (see Huntington) 
WSAZ-TV (see Huntington) 


WBLK-TV—12 Dec. ’55 
WCHS-TV (see Charleston) 
WHTN-TV 205,000 — 
Fred Weber, p. & nat. sls.; George 
A. Miller, loc.-rgnl. sls. m. 
WSAZ-TV 595,970 150 
Lawrence H. Rogers II, v.p. & 
g. m.; Robert E. White, sls. m 


Vie Ludington, sls. m. 


WTAP 35,902 a 

Milton F. Komito, st. m.; Jerry 
Burns, sis. m. 

WTRF-TV 315,800 92 


Robert W. Ferguson, ex. v.p. & 
g. m.; H. Needham Smith, sls. 


m. 
WISCONSIN 
WEAU-TV 


Richard Kepler, st. m. 
WBAY-TV 235,000 
Burke Farquhar, st. m.; 

C. Nelson, sls. m. 
WMBV-TV (see Marinette) 
WFRV-TV 200,000 —_ 


John Schulz, st. m.; Ward 0. 
Gage, renl. sis. m. 

WKBT 103,000 _ 

Howard Dahl, g. m.; Robert Z. 


Morrison, Jr., sls. m. 
WKOW-TV 104,500 
Ben F. Hovel, g. m.; 

Loomer, sls. m. 

WMTV 125,000 — 

Morton J. Wagner, st. m.; Peter P. 
Theg, loc. sls. m. 

WMBV-TV 211,440 

Joseph D. Mackin, g. m.; William 

R. Walker, tv. m. 
wxix 398,255 a 
Edmund C. Bunker, st. m.; Theo- 

dore ©. Shaker, sls. m. 
WTMJ-TV 781,222 220 
Walter J. Damm, g. m., tv. & rad.; 

Neale V. Bakke, sls. m 
WISN-TV 700,000 _— 
I. E. Showerman, v.p. & g. m.: 

L. A. Larson, sls. m. 
KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
WSAU-TV 76,400 a 
George, T. Frechette, v.p. & ¢. m.: 


Robert 


Richard D. Dudley, asst. g. m 
& c. m. 
WYOMING 
KFBC-TV 49,000 _ 
Wm. C. Grove, g. m.: Charles P. 
Cahill, c. m. 
ALASKA 
KENI-TV 18,420 — 
Jack D. Ellison, g. m.; James G 


Duncan, sls. m. 


KTVA 20,000 _ 
A. G. Hiebert, g. m. 
KFAR-Iv 


James G. Duncan, g¢. m. & cht. 
engenr.; Phil Howarth. sls. m 

KTVF 6,000 — 

Walter A. Welch, m.; John M. 
Griffin, c. m. 


HAWAII 
KHBC-TV 85,000 _ 
J. Howard Worrall, p. (Satellite 
of EGMB-TV, Honolulu) 
KGMB-TV 85,000 —_ 
C. Richard Evans, v.p. & g. m.: 
Ralph Davison, Jr., sls. m. 
KONA 78,000 _ 
John D. Keating, ¢. m.; James 
W. Spencer, nat. sls. m. 
KULA-TV 73,200 a 
Jack A. Burnett, g. m.; M. Frank 
lin Warren, g. sls. m. 
KMAU 85,000 
J. Howard Worrall, p. (Satellite of 
KGMB-TV, Honolulu) 
KMVI-TV ——— _ 
J. Walter Cameron, p 


PUERTO RICO 
WORA-TV 


Alfredo R. de Arellano, Jr. 
WAPA-TV 43,345 — 
Delfin Fermandez, ¢. m.; Seis 
Mundo Quinones, c. m. 
WKAQ-TV 75,000 _— 
Rafael Delgado Marquez, ¢. m.: 


Jorge Luis Rivero, sis. m 














In the picture 


After his promotion to advertising manager in 195] and general advertising manager 
last year, W. Rowell Chase has now been named vice president in charge of advertising 
for the leader in the field, Procter & Gamble. Mr. Chase got his start with Sears, Roebuck, 
then joined P&G in 1931 and put in a sales stint in Missouri and Colorado. He became 
brand man for Oxydol in 1932 and was on his way up the advertising department ladder, 
a climb notable in the soap-detergent industry for producing top-rated executives. A native 
New Englander who says he had no early preference for advertising, Chase, now 51, 
graduated from Harvard with the class of °26. (He knew only casually a fellow student 
there, P&G president Neil McElroy.) Mr. and Mrs. Chase, residents of Cincinnati's Hyde 


Park, have a 15-year-old daughter and an 18-year-old-son—now a freshman at Harvard. 





Miles Laboratories, Inc. has created a new post, that of advertising director, and has 
named Charles W. Tennant Jr., creative director of Geoffrey Wade Advertising, Chicago, 
to fill it. A native of Aurora, Ill., 38-year-old Mr. Tennant started his advertising career 
in 1937 at the Aurora Beacon News. Three years later he started commuting to Chicago 
to work in an agency, a project that was interrupted by the second world war. As a First 
Lieutenant in the Air Corps, Tennant piloted a heavy bomber in 35 missions over Germany. 
A civilian again, he rejoined agency row in Chicago, ultimately becoming associated 
with Geoffrey Wade in 1950. Mr. Tennant, who becomes a resident of Elkhart, Ind., as of 
Nov. 15, is married and the father of two children, Laurie Ann, 9, and Charels W., III, 4. 
He lists the University of Wisconsin as his alma mater. 





The newly elected president of the Du Mont Broacasting Corp., Bernard Goodwin, 
is a man with an extensive executive background. He started with the legal department 
of Paramount about 1934, remaining until 1946 when he graduated to the upper echelon. 
The latter included his becoming business manager of Paramount’s short subject produc- 
tions, vice president and general manager of all the music publishing subsidiaries of 
Paramount Pictures and vice president of Paramount Tv Productions, Inc., owner and 
operator of KTLA Los Angeles. Mr. Goodwin, who also becomes a member of the Du Mont 
Broadcasting board of directors, is secretary of the Allen B. Du Mont Laboratories, as 
well. The new broadcasting president is an alumnus of New York University, class of °28, 
and a graduate of the Harvard School of Law, class of °31. 





Jack Downey, a native of Hartford, Conn., is also general manager of that city’s 
weétH-Ty. The 34-year-old manager got to his post the hard way—via a singing career. 
As a high school senior, he won a contest that led to his singing with Harry James’ band 
at the New York World’s Fair. Then, after helping the Navy invade Sicily and Italy, 
Jack produced a show, worked widely with military entertainment groups. Back home, 
after more music trips and treks, Downey joined Musicraft Records, found it an easy 
switch in 1948 to jockey discs and sing for wovs Hartford. He became program director 
in 1952 and, when the outlet merged with wruT in 1954, kept his title, even expanding 
it later with similar tv duties. His big job was to learn tv operations fast (and at night), 
then teach them faster (and by day) to his staff. The best measure of his success, obviously, 
is his new promotion. 





Gerity Broadcasting Co.’s vice president O. W. Myers, 39, has assumed general 
managership of its tv outlet, WNEM-Tv Bay City, Mich. Mr. Myers, who started with Storer 
Broadcasting in Toledo about 1939, quickly grew through copywriting, announcing and 
sales promotion to handle sales for, first, radio; then, tv. He signed on with Gerity eight 
years ago as general manager of its radio outlet, waBy Adrian, Mich., has since become 
vice president of the company. After Gerity, which also owns wPoN Pontiac, built WNEM-TV, 
he became v.p. of the tv subsidiary, North Eastern Michigan Corp., as well. Now, as noted, 
he is also g.m. of wNEM-Tv. An Ohio native, Mr. Myers grew up in Winnetka, Ill., attended 
Wabash College and got his B.A. in business administration from Northwestern. He is 
the father of two daughters and a son. Hobbies: “Golf, music—and my family.” 
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In the picture 





Young & Rubicam has announced two important promotions: 
Harry H. Enders (r), secretary and treasurer, is now vice 
president and secretary; George N. Farrand (1), assistant treas- 
uer, is treasurer. Mr. Enders, 48, was a salesman at Pittsburgh’s 
Gorham Co. and general manager of the Barclay Co. before join- 
ing Y&R in 1936. The father of two girls, he lives in Bronxville, 
N. Y. Mr. Farrand, 45, is, like the new vice president, an alumnus 
of Dartmouth, and, after extensive experience with major account- 
ing firms, joined Y&R in 1948. He has three children at home in 


Upper Montclair, N. J. 





William Esty Co. has signed Joseph Forest, heretofore vice president and creative 
director at Transfilm, Inc., as executive producer, television commercial dept. Mr. Forest 
joined Transfilm upon his release by the Army Air Corps, having previously had experi- 
ence in audio-visual mass communications, advertising and promotion. He caught right 
on to tv, becoming among the first to introduce such tools and techniques as, for example, 
the visual storyboard. Having produced major tv spots as early as 1946 for about all 
categories of advertisers, he was also responsible for the award-winning General Electric 
film, The Story of Light, and, interestingly, tv spots for the Eisenhower campaign. He has 
been consultant for firms in England, Holland, France, Canada and Australia, to name a 
few. At Esty, Joe Forest will head up work for Colgate, General Mills and Reynolds 


Tobacco. 
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Don Paul Nathanson, formerly vice president of Weiss and Geller, Chicago, and, 
before that, director of advertising for The Toni Co., officially opens his own agency in 
Chicago, North Advertising, Inc., Dec. 1. His executive vice president will be Cyrus H. 
Nathan, former Biow vice president and, previously, on the Foote, Cone & Belding plans 
committee. Bruce Dodge will take charge of North Advertising’s two coast offices as vice 
president and management committee member. Mr. Nathanson, 41, is from Minneapolis, 
is a University of Minnesota grad and was, for nine years, a partner in Manson-Gold, 
Minneapolis. For the next seven years, he published a radio trade paper before joining 
Toni, then in St. Paul. He moved with Toni to Chicago in 1948, serving as advertising 
director until he joined Weiss and Geller four years later. North Advertising will handle 
eight Toni brands. 





The former head of Campbell Soup’s longtime agency, Ward Wheelock, Philadelphia, 
is now executive vice president of the Marschalk & Pratt Division, McCann-Erickson. 
Arthur A. Bailey, 42, joined F. Wallis Armstrong (later renamed Ward Wheelock) in 
1934, right after Harvard Business School. When the agency president left for wartime 
service in 1942, Bailey was named to fill in and, after serving as executive vice president 
later on, was elected president in his own right in 1951. When the agency was dissolved 
last year, Mr. Bailey signed on with Harry B. Cohen Advertising as vice president and 
member of the account management group. An alumnus of Franklin and Marshall where 
he got a B.S. in economics, Bailey is married to the former Helen Potter and the father 
of three. Until he moved to Old Greenwich, Conn., in January, he owned Irish hunters 
and fox hunted. 





An impressive list of credits is being brought to C. J. LaRoche by its vice president 
for tv and radio, Hendrik Booraem Jr., who resigns as a McCann-Erickson v.p. (first 
for new programs, then for tv-radio planning) to accept his new post. Mr. Booraem is 
theatre-wise, has been an actor, director, stage manager and playwright. (The Sky’s the 
Limit, produced on Broadway in 1935). Advertising-wise, he’s assisted Kudner’s v.p. for 
radio (1937-38), directed and supervised radio for Young & Rubicam (1938-43), produced 
and directed Philo Hall of Fame (1946), managed the Hutchins Agency Hollywood office 
(1946-47), been national program manager for Mutual (1947-48) and an independent 
tv-am packager (1948-49). As a Navy Lieutenant, he saw about three years’ duty; as a 
civilian, he brought Bing Crosby back to radio for Philco in 1947. He signed on at McCann 
as producer in 1949. 
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Morning Variety 


Is there an audience for a 7 
a.m. variety show? KTvR Rich- 
mond, Va., knows the answer is 
a loud yes. 


General manager Wilbur M. 
Havens and his staff decided 
their program, The wtvr Morn- 
ing Show (7-9 a.m., Mon.-Fri.) , 
would stick strictly to local needs. 
They took the word, variety, at 
its literal meaning and included 
something for every Richmond 
family member. 


For example, a recent edition 
of the show included an inter- 
view with the great, great, great 
grandson of Davy Crockett (for 
the kiddies), a blues singer (for 
teenagers), a trio who panto- 
mined to recorded music in night 
club style (for young sophisti- 
cates), a summer dress fashion 
show (for their mothers), news- 
casts, weather checks and time 
information (for the fathers) and 
a segment of the Colonial Wil- 
liamsburg pageant (for every- 


body). 


As if that weren’t enough, 
every program features host John 
Mackin, newscaster Henry Baran, 
women’s editor Jane Brooks, a 
nationally known music combo, 
a top hillbilly band 


piano stylist. A contest running 


and a 


throughout each program pays 
off with daily merchandising 
prizes. And Richmond ministers 
take turns in giving the daily 
5-minute devotionals. 


Results? 
week in August (when the audi- 


During a sample 
ence was also wooed by another 
debut), The WTvR 
Morning Show pulled a startling 
6,000 pieces of mail. A break- 
down showed that the people of 


station’s 


Richmond weren’t the only ones 
interested in a local, live variety 
show — so were residents of 246 
other Virginia communities. 


sosasenesconnanenaernans. say 














Daytime (Cont'd from page 66) 
is to come in the just-preceding, day- 
time period. 

Nevertheless, the weight of daytime 
operations still rests upon the local 
station. About 90 companies sponsor 
daytime network programs, but around 
2,000 used spot — many of them day- 
time — in this year’s first quarter. 

And, echoing the networks’ leads, 
local stations have improved their 
daytime schedules with variety shows, 
daytime feature films or syndicated 
programs on a strip basis. These local 
programming trends are most ap- 
parent, of course, in the most com- 
petitive markets. 

Agencies and timebuyers are still 
divided on how to use local programs 
most effectively for the national ad- 
vertiser, however. Some feel that lo- 
cal emcees with their loyal followings 
can best serve up the commercial. 
Others argue that, to maintain quality 
control, it’s better to use filmed an- 
nouncements for all participations. Yet 
most agency representatives seem to 
feel that, unless the national advertiser 
is concentrating on a small regional 
area only, local programs on a spot 
basis are still “a complicated buy.” 


Color Will Be Important 


Finally, of course, comes the ques- 
tion of color, with practically everyone 
agreeing that multichrome will be an 
important factor in the continued, long- 
range growth of daytime sales. NBC, 
incidentally, has been experimenting to 
find the hues that will look best, while 
allowing the advertiser the broadest 
possible range of chroma for his part 
of the ID. Final choice for network 
call letters: black and white. 

Although the surge toward daytime 
has already passed its starting point 
and is well on its way, most stations 
still have not finished the vital job of 
convincing all advertisers. The spokes- 
man for one national rep describes 
selling nighttime and daytime this 
way: “It’s like being a merchant with 
One line — that’s 
nighttime — has already been tried; 
your customers are sold, and they keep 
coming back for more. The other line 
of shoes doesn’t have the prestige 
value, but they’re an excellent buy — 
and we feel they’re great for wearing 
around the house.” 


two lines of shoes. 





| slowly and close to the ground”; 





A red-nosed Fokker 


slowly spun to earth 


T 4:35 P.M., on October 30, 1918, a 
lone Spad biplane, marked with the 
symbol of the “Hat-in-the-Ring” Squad- 
ron, hawked down through the quiet skies 
over Grande Pré. Seconds later, a burst of 
its guns smashed into a low-flying Fokker 
and sent the German plane swirling to 
earth like an autumn leaf. 

Captain Eddie Rickenbacker had 
downed his last enemy plane of the war, 
setting a combat record never equaled: 
26 victories in 7 months. It made him the 
American ace of aces. 

Earlier, his mother had written, “fly 
but it 
was advice that Eddie Rickenbacker has 
never been able to take. His courage, in- 
genuity and drive are typical of America’s 
greatest asset. 


Which is not simply factories, farms, or 


| gold—but millions of people called Ameri- 





cans. And it is these people who stand 
behind one of the world’s finest invest- 
ments: U. S. Series E Savings Bonds. 

To buy Savings Bonds is to join them in 
their proud confidence of their country 
and its future—and to protect your own 
personal security as well. 


* * * 


It’s actually easy to save money — when you 
buy United States Series E Savings Bonds 
through the automatic Payroll Savings Plan 
where you work! You just sign an application 
at your pay office; after that your saving is 
done for you. And the Bonds you receive will 
pay you interest at the rate of 3% per year, 
compounded semiannually, for as long as 19 
years and 8 months if you wish! Sign up to- 
day! Or, if you’re self-employed, invest in 
Bonds regularly at your bank. 


Safe as America—U. S. Savings Bonds 


© 
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The U.S. Government does not pay for 
this advertisement. It is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 
Publishers of Ameriea. 


113 








114 


To anyone who has wondered why 
some theatrical celebrities are so tem- 
peramental we present the following 
observation: Rocky Graziano, the 
former boxing champ, now tv actor, 
was rehearsing with Tallulah Bank- 
head for the season’s first Martha 
Raye Show. Miss Bankhead started 
“acting up” as soon as rehearsals be- 
gan and kept at it all day. Finally, 
after a queen-sized blowup by tempes- 
tuous Tallulah, Rocky turned to an- 
other cast member and observed, “Dat 
kid’s been in too many fights.” 


ue * = 


What’s in a 


agency name is one in North Holly- 


name? Our favorite 
wood called Copy Cat Advertising. . . . 
Our favorite agency man name is one 
in Harrisburg called Liver B. Zimmer- 
man. 


= = * 


A. C. Spectorsky, a senior editor of 
NBC’s Home, in his witty and informa- 
tive book called The Exurbanite, tells 
of this commuting experience of an 
unidentified network official. One night 
this exurbanite executive took a later- 
than-usual train to his dell in Fairfield 
County, Conn., but not before he had 
had a few at the Commodore bar. It 
so happened he then slept past his stop 
and didn’t wake until the train reached 
Bridgeport, some 15 miles from his 
destination. He called his wife and 
informed her that the next train back 
would leave in forty-five minutes and 
to please meet him. Of course, he spent 
the best part of that waiting time at a 
nearby pub. It so happened he slept 
past his stop again, this time not wak- 
ing until he was back in Grand Cen- 
tral. He gave the whole thing up and 
took a room in the Commodore for 
the night. Soon thereafter he moved 
back to the city. 


= * 


For those who haven't heard it we 
pass on this timely tale with a tw 
twist. It seems a husband decided that 
on his wife’s birthday he'd surprise 
her with a new convertible Cadillac. 
Came the natal day, he drove the car 
home and parked it in front of the 
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house. He then went in and asked the 
little woman to come to the front door. 
When she appeared, the husband 
pointed proudly to the parked Cadillac 
and asked, “How do you like it, 
honey?” Whereupon, the wife turned 
to him and said, “What's the matter, 
stupid, couldn’t you answer the $64,000 
question?” 
te * os 

Kilt him a gint at the age of three: 
A Sunday school teacher in Paterson, 
N. J. told her pupils to draw pictures 
giving their impression of King David 
of Israel. Six of the youngsters turned 
in sketches with a coonskin-capped 
David. 





Dialogue in this wide, wide world: 


This happened the other day in an 
elevator of a Madison Avenue building. 

Operator (to a passenger): “My 
tv’s busted. Do you know an honest 
repair man | can call?” 

Passenger: “Why don’t you try Pat 
Weaver.” 

Operator: “Where's he located?” 

Passenger: “Over at Radio City, on 
the sixth floor.” 

Operator: “Nah! Those guys don’t 
travel and I live out Long Island.” 

a a A 

Tv giveaway: A Yonkers lady told 
police she became so absorbed as she 
watched a tv porgram in her living 
room one night that a thief was able to 
walk into the dining room, some 30 
feet away and steal her wallet contain- 
ing $42 from her handbag. 

a * * 

Life in this television age: Strikers 

picketing the Sylvania plant in Buffalo 





during the past World Series didn’t 
miss viewing the games — thanks to 
the company. Sylvania placed one of 
its own 24-inch sets in a shed near the 
plant’s main gate. 
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An article in a recent issue of For- 
tune called “The Vice-President Prob- 
lem,” contains, among other itemis, 
the fact that the advertising agency 
with the most v.p.’s is McCann- 
Erickson with 84; followed by J. 
Walter Thompson, 74; Y&R, 57, and 
BBDO, 56. (Our own survey of net- 
work v.p.’s puts CBS, including all its 
divisions, in the lead with 46. NBC 
has 26; ABC, 15). 

But the part of the Fortune story we 
liked best was where it went into the 
outer and inner satisfactions the title 
gives the individual holding it. Some 
v.p.'s think the greatest privilege of 
the title is the ability to come and go 
as they please and to take an afternoon 
off now and then. One v.p. said his 
convictions were more solid after he 
got the title, he could express himself 
in stronger words without fear of being 
pushed around. An ad agency v.p. 
says his major satisfaction from the 
title is “sending a letter to my mother 
on businéss stationery.” When a banker 
in Omaha reached the rank, he re- 
ceived a spittoon. 


Other advantages include better so- 
cial contacts, being on the inside on 
company policy, greater respect when 
meeting outside groups, greatly ex- 
panded expense accounts, more flexi- 
bility in vacations, better attention 
from switchboard operators, offices 
with outside views and better relations 
at home because 
happier. 

But, too, there’s what might be 
called a skeptical point of view on the 
matter of what it means to be a v.p. 
This was best expressed in 1924 by 
Clarence Francis, former board chair- 
man of General Foods. When Mr. 
Francis was asked what his new title 
of v.p. meant, he replied, “So far it 
merely gives me the key to the private 
men’s room.” 


it makes the wife 








NIGHT-TIME 
Bf ENTERTAINMENT AT 
DAYTIME RATES 


* co-starring x 
poate STORM & CHARLES FARRELL 


SALES 
BI POTENTIAL 


if HOMEMAKER’S 
AUDIENCE 


This gay and amusing series, which scored such a 
hit all over the country, is available for partici- 
pating announcements. Get your message to 
that great buying group - - the homemakers! 


2:00 to 2:30 P.M. MON. thru FRI. 


WBAL-TV 


Full Power—316,000 Watts 
Channel 11 NBC Affiliate in Baltimore 
N ly repr ted by Edward Petry & Co. 











Here’s why Kansas City 
is swinging to 


ON CHANNEL 9 


KMBC-TV 


Kansas City daytime television has gone “Big Time” in a big way! With a 
schedule that’s tailored to the tastes of the stay-at-home audience, KMBC-TV 
has introduced fresh, daring new program ideas that have revitalized viewing 
and have made daylight hours more highly productive for advertisers. 


With this new format of daytime entertainment, KMBC has developed a : 
versatile handling of commercials that answers every sponsor demand. Full 
sponsorship of sparkling station-produced shows or fine syndicated film 
shows; filmed minute-participations; live commercials; demonstrations; 
sampling; audience-participation testimonials; station-breaks; IDs — you 
name it, we'll deliver it! Ask your Free & Peters Colonel for the new 
schedules of Kansas City’s most dynamic TV station. 


AVIS, First Vice President 
SCHILLING, Vice Pres. & Gen. Mgr. 
E HIGGINS, Vice Pres. & Sales Mgr. 
GREINER, Director of Television 
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